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7 ..Dealers report that the war 
*¢ has taught them one thing: 
Appliance service need not be 
just a “necessary evil’; prop- 
erly organized and main- 
tained the service depart- 
ment has proven a profitable 
business on its own. 
































WORSE THAN A HAMMER BLOW! 


Above is shown an intricate, highly precisioned war 
device made by Apex. The angles and surfaces of 
many of its parts were tested by such scientific 
instruments as the Comparitor and the Surface 
Analyzer, to hold tolerances to a point 15 times finer 
than a human hair. Yet, that isn’t enough! Each 
rotating part must also be tested and precisely bal- 
anced or else the whole mechanism would soon 
cease to operate. For instance, an armature, if out 
of balance one ounce-inch, and traveling at 175 
R.P.M. generates a shock of one ounce at each revolu- 
tion. Accelerate the speed to 15,000 R. P. M., and 
the shock is instantly increased to 6,368 ounces, 
or 398 pounds, which is greater by far than the 
wallop of a heavy hammer. Such punishment is 
disastrous to rotating parts, and must be corrected to 


prevent excessive wear and assure perfect operation. 


To eliminate vibration caused by unbalance, Apex 
employs the most modern of scientific methods. The 
selenium cell, cathode ray and magnetic waves are 
ingeniously used, and with extreme accuracy, to 
locate and measure the amount of unbalance in 
rotating parts. After the point of unbalance has been 
located, corrections are precisely accomplished by 
the application or removal of infinitesimal weights. 
Each part must be right—and Apex makes them right. 


In this way science and skill are assuring finer 
weapons for our fighting forces—and this same 
peerless combination will assure finer Apex products 
for a peacetime world. 


It will pay you to keep your eyes on Apex! 


THE APEX ELECTRICAL MANUFACTURING COMPANY e CLEVELAND, OHIO 
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New Apex Research and En- 
gineering Laboratory. 


Apex Main Piant before new 
additions. Now 50% larger. 


Sandusky Plant, home of the 


Apex Foundry, making perma- 
popular Faultless line. 


nent mold and sand castings. 





The entire Apex organization is all-out on war orders, making such delicate and highly-precisioned devices as aircraft 
engine parts, firing controls for naval guns, aerial photographic equipment, hizh altitude oxygen control devices, 
practise shell development and other jobs requiring the services and skill of highly trained and experienced techn’-ians. 













market for such products as the mechanical refrigerator, 

electric range and water heater, electric washer and 
ironer, vacuum cleaner and a host of smaller useful appliances, 
will be of enormous extent. The stoppage of manufacture has 
dramatically called attention to the vital relations of these 
products to the American standard of living, and post-war 
prospects for manufacture and sale of these items has entered 
into much published material on post-war planning and fore- 
casting. 

In “Markets After the War”, prepared by S. Morris Livings- 
ton and his associates in the U. S. Department of Commerce, 
the projection of expenditures indicates an increase for his 
year 1946 of 74% over 1940 in the classification refrigerators, 
washing machines and sewing machines. This projection 
assumes full utilization of the available manpower with the 
1942 general price level. My own studies indicate for the first 
five post-war years of full production compared with the five 
pre-war years, an increase in the market for refrigeration of 
62%, washers 59%, ranges 78% 

Note particularly, that Mr. Livingston’s projection assumes 
1942 prices. If the potential which these figures indicate is to 
be approximately reached, the question of price is of extreme 
importance. The products must not only be attractive in char- 
acter, durable and efficient in construction, but must be made 
and distributed at prices that will represent high values. Other 
industries will be competing for the same dollars with desir- 
able products and electrical appliances cannot depend-on the 
desire built up in wartime shortages, but must vigorously com- 
pete in every way for the business of that day and year. 

To reach and maintain an attractive level of prices will require 
the utmost skill and ingenuity on the part of manufacturers. 
Furthermore, it will require the distributing trades—wholesale 
and retail to function with increasing efficiency so that the 
consumer of these goods will pay as little as possible, yet with 
full fairness to the distributing trades, for the goods being 
brought to him. 


(esis fr amounts to certainty that the post-war 


S an example of how difficult it will be for the manufac- 
A turer to hold post-war prices at approximately pre-war 
levels, I have seen some figures recently on what it will cost 
manufacturers today to produce washers in their plants if, as has 
been hoped, WPB authorizes a limited production within the 
next six months. Manufacturers have been costing at present 
levels their pre-war models to see how they would come out. 
They are finding that to produce washers today at present labor 
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rates, material costs, overhead, etc., there will be an increase 
of from 25 to 33% above their costs before the cut-off in 
1942. With the full resumption of manufacture, such costs 
will be reduced, but full manufacture, even when the war is 


over and war contracts settled, will be a matter of time. There 
will be an interval of very high costs in any event, and when 
a normal period is reached, costs may still be above 1941 levels. 

If costs are higher, prices must be higher. But if prices are 
too high will we not jeopardize a large part of the assumed 
post-war potential? That is a grave question. Right now, if 
partial resumption of manufacture were authorized, there are 
probably enough people to absorb the limited offerings of 
washers, refrigerators and ranges at much higher prices than 
these same products could be bought for in 1941. At very high 
prices, however, I think we would find we have overestimated 
deficiency demand. If in post-war years we offer our products 
at prices greatly increased over the 1941-1942 levels, and those 
are the prices which the bulk of the post-war consumers now 
have in mind, we are likely to find such a shrinkage in the 
demand as to make all our post-war market estimates and 
market planning worthless. 

As I have said, manufacturers are going to make every effort 
to keep prices down. But distribution cost is as much a part 
of the cost and price as the cost of production, and in order to 
keep prices to the ultimate consumer down, distribution. will 
also have to make very strenuous efforts to reduce its costs. 


| this struggle, for struggle it will be, our present distributors 
—wholesale and retail—will have to justify themselves to 
the public and to the manufacturers. They will have to demon- 
strate that they can perform their functions economically. They 
cannot demand from the manufacturers retail prices which will 
compete with the increased activities of large chain operations, 
and to receive the margins which they have always demanded. 
If the manufacturer must, and he will, save the last possible 
dollar through the highest production efficiency, then also must 
the retailer and the wholesaler make such changes and reforms 
as to save the last possible dollar through really efficient dis- 
tribution. For those who will do so, the rewards will be great; 
for those will not or who cannot, there may be trouble ahead. 
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Shores a 
Coming! 


There’s a Christmas coming when 
peace will soften the sorrows of a 
world too long at war. 

It is coming—thanks to the 
work and the fighting—thanks to 
the sacrifice and saving of all 
American people. 

One of its rewards will be the 
bounty of American peace-time 
products spread beneath the 
Christmas tree—the products of 


industry returned once more to 
the service of our homes, our 
hearths, our happiness. 

As we face another wartime 
Christmas, let us resolve to make 
it our last. Let us hasten the 
“White Christmas” that’s coming 
with willing acceptance of every 
duty, with courage, with our pur- 
chase of war bonds, with faith in 
the future that awaits us, 


ips 


THE HOBART MANUFACTURING CO., TROY, OHIO 


MANUFACTURERS OF KITCHENAID MIXERS 
AND KITCHENAID COFFEE MILLS 
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This holiday message from 


FRIGIDAIRE 


is packed with helpful suggestions 


for refrigerator users 


mas is the one day of all the year when every 
bsewife least wants to be tied to her kitchen. 
a big holiday dinner, with all the trimmings, 
ls for more work and preparation than the 
ee squares” she serves every day. 
That's why Frigidaire’s December magazine ad 
es a particularly timely problem . . . serves an 
cially useful purpose. For it’s designed to 
lp her have more fun with her family by get- 
pa head start on her work. 
This new message is the ninth of a series of 
pful wartime suggestions which, month after 
ith, have helped the housewives of America 
make their ration points go farther; guard their 
hilies’ health, yet save time and money by mak- 
more efficient use of their refrigerators. It’s 
t another link in a long chain of good-will 
ilders which are helping Frigidaire Dealers to 


Din touch with post war “prospects” for re-' 


perators, ranges and other electrical work-savers. 
ou'll find this new message in the December 
ts of Ladies’ Home Journal, Woman’s Home 
mpanion, Good Housekeeping, McCall’s, 
ter Homes & Gardens, American Home, True 
, Farm Journal and Farmer’s Wife .. . witha 
mbined circulation near 24 million! 


Book requests top 6 million! 


Like every previous ad in the series, 
this message urges readers to call on 
their Frigidaire dealer, for a free 
copy of WARTIME SUGGES- 
TIONS, Frigidaire’s helpful 36-page 
booklet which answers dozens of 
food and refrigerator problems. 
Nation-wide requests for this book- 
flow total more than 6,000,000 copies. And that’s 
st seller” rating in anybody's language. 











More help from your refrigerator! 


FRIGIDAIRE 


here tells how to get a head start 
on your holiday dinner 








No need to spend your holiday in the kitchen, 
while everyone else is having fun! 

With proper planning and the help of your refrig- 
erator you can avoid the last-minute rush and fuss 
of holiday meal preparation. Practically your entire 
dinner can be prepared in advance and stored in your 
refrigerator, ready for the range. Here's one such 
meal and how to get it ready! 


“you WaNE to start your meal with a delicious 
soup, here's how. Just prepare a simple soup stock several 
days in advance, and keep it in your refrigerator. (See page 20 
of wartime succestions* for an excellent recipe). At meal- 


time just add an equal amount of water or vegetable liquors 
to the soup stock . . . then heat and serve! 


Grand Refrigerator Rolls ae easy to make. 
Prepare the dough several days in advance—store in refrig- 
erator in a mixing bow! and cover with waxed paper! Hot 
biscuits are easy, too, with your refrigerator's help. Just 
measure and combine all dry ingredients in a mixing bowl 
ready for liquid to be added the next morning. 


For Excellence 





U q — ha 
Oress your turhey « day ahead of time. Clean 
and wash it carefully, pat it dry, wrap it in waxed paper and 
put it in the refrigerator. Remove a shelf if necessary! You 
can save even more time if you stuff the bird with your 


favorite dressing the day before (see suggestion at top of 
page). Then your bird is ready for the oven! 


=A ; 
Ready for dessert ? Top off your meal with 
a frozen cream, a pudding or pie prepared with the help 
of your-refrigerator. There are any number of easy-to-follow 
recipes that produce grand results every time! Get one from 
your favorite cook book, refrigerator recipe booklet or from 
Frigidaire’s waxtime succestions* booklet! 


Listen to GENERAL MOTORS SYMPHONY OF THE AIR; Sunday afternoons, NBC Network 


(GREE FRIGIDAIRE Division of GENERAL MOTORS 


bo wer Production 


Peacetime builders of Home Appliances, Commercial Refrigeration, Air Conditioners 


| 





Buy More War 
Bonds For Victory 


et 
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Save time with the dressing! 


Did you know you can stuff a turkey the day before roasting? 
You can, and it makes no difference whether you like the 
crumbly, buttery kind of dressing or think there's nothing 
like the moist variety. Here’s what you have to do. 1. Chill 
the dressed turkey 3 to 4 hours in your refrigerator. [t must 
be thoroughly chilled inside and out, 2. Prepare your favorite 
dressing and chill it separately. 3. Stuff the chilled dressing 
in the chilled turkey ; sew up the bird; then keep it refrigerated 
until time for the oven. 

Stuffing the turkey in advance not only saves time but 
gives the various flavors a chance to mingle—and that means 
a more tapty dressing! 


Try these time-saving ideas, too! 


IF you want to serve gay-looking appetizers, prepare radish 
roses, carrot curls, hearts of celery, green pepper sticks and 
ali other favorites the night before. Your cook book will tell 
you how to do the fancy work! Arrange appetizers on a serv- 
ing plate. Cover entire plate with waxed paper and keep in 
your refrigerator until ready to serve. 


OR if you want to serve a salad prepare the greens the night 
before and keep them in the vegetable pan in your refrig 
erator. Marinate or add your favorite salad dressing just 
before serving. 


To add color wa tempting tartness to your dinner 
prepare a mold of cranberry jelly several days ahead and 
store it covered in your refrigerator. Use individual molds 
if you prefer. Cranberry sauce can also be prepared and 
stored in advance. If you use canned cranberry jelly, chill 
it in your refrigerator before opening can. 


Give War Bonds and 
Stamps this Christmas 


Thi 
S year you h 
ave a gre, 
at 


help your 
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FREE! Get WARTIME SUGGESTIONS* 
from your Frigidaire Dealer 


Your refrigerator can give you much help 
these days. Get this 36-page booklet that telle 
how. Look for your dealer's Frigidaire sign; or 
find his name in your classified telephone 
directory under REFRIGERATORS. Or write 
Frigidaire, 326 Taylor St., Dayton 1, Ohio, 


tions on the schedule. It’s a subject which 
already has proved to be of great and 


universal interest to women. 


FRIGIDAIRE Division of GENERAL MOTORS 


Peacetime Builders of Home Appliances, Commercial Refrigeration, Air Conditioners 


“Advance Meal Preparation” is the theme 
of this attractive holiday ad which will 
appear in 4 colors in most of the publica- 


to GENERAL MOTORS SYMPHONY OF THE AIR; 
Every Sunday afternoon, NBC Network 


For Excellence 


, in War Production 


wDISINMMEECTRICAL MERCHANDISING—NOVEMBER, 1943 





















STEPS THAT LEAD TO:YOUR STO 


Here's How Universal's U Plan for V" Day Works 


Forty million full page color messages in 14 national magazines will tell consumers through- 
out 1944 about Universal’s ‘““U” Plan for “V” Day — urging them to plan with you now to 
secure the housewares they will need after Victory. 


Each advertisement includes a handy check list upon which readers can indicate the household 
devices they will need and estimate their approximate total value on a basis of the 1941 
price range. : 


Consumers are instructed to take these check lists to the nearest Universal dealer and to ask 
him for priority consideration as soon as the products are available. 





The “U” Plan urges consumers to buy War Bonds now so that the desired appliances and 
housewares can be secured as soon as available. 


You fill out a duplicate copy of the consumer’s list for your prospect file and priority rating. 
When merchandise is available, you can easily notify your customers by telephone. 


o’*o’o’ oO’ o°’ 


Establish your store now as appliance and housewares headquarters. Plan to take full advantage of 
Universal’s contribution to the profitable solution of your post-war problems. For complete details con- 
cerning point-of-sale materials, wire, write or phone your Universal distributor or Dept. EM, Landers, 
Frary & Clark, New Britain, Conn. 













Copyright, 1943, Landers, Frary 8 
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LANDERS, FRARY & CLARK 
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with its subdivisions of Electronics, Radio, etc., 
calls for Smart Post War “Radio Line Strategy” 




































gee WAR PLANNERS among radio dealers are asking, and 
may rightfully ask: 


“What will a post war radio receiver look like? What will & 7 . . 
the Zenith Radio lines of the post war period look like? od 
While we do not believe in the “blue-sky” type of crystal Which of my radio lines in pre-war times, 
gave me the “Line Design Strategy” enabling 
However, these questions can not be specifically answered me to best merchandise the line as a whole? 


today. For us to do so, publicly, would be to reveal the cards 
we hold in our hand, to our great competitive disadvantage. 


gazing, we do believe in making concrete plans for the future. 


Best Line 
But such questions can be answered in another way. The [| Design Strategy _ 
answer to them lies in the great and aggressive past of 
Zenith line and model triumphs, which have brought Zenith 
to the top of the radio industry. 


Second Best Line 
Design Strategy 





You are familiar with “Zenith Line Design Strategy” and 


have profited by this smart strategy. Third Best Line 


Design Strategy 





Every Zenith replete with new and different features— 
rks and plenty of them:— the Zenith Big Readable Dial, Radi- 
organ, the scientific tone blending device, Split Second Tun- 
ing, Consoltone, and many others in Zenith’s long history 
of “firsts.” 


Worst Line 
Design Strategy 


cs tt Ag 























Zenith’s “Prosperity Line” of early 1941—and the Zenith 
1942 line—the latter the finest all-around line ever designed 


and engineered—are fine examples of this strategic thinking. Answer these questions genuinely. Spend some time in 


thinking about them—and you'll be a long way toward crys- 


Now-let’s “put the question” as have other advertise- tallizing your own post war thinking about radio lines. 


ments of this series. ; , ; 
Think about design. Think about what the post war pros- 


pect will want. Think about what has sold well in the past. 
Think about models—but also about merchandising an en- 
tire line of models. 


Analyze the “line design strategy” of your manufactur- 
ers. Get the answers. Put them down. Write Zenith if you 
have other questions. We shall try to answer them sincerely. 










ZENITH RADIO CORPORATION, CHICAGO 39, ILLINOIS 


BETTER THAN CASH [ae 
CRN Yan Lola leh alilek wed aeliil oy) ; *LONG come ADIO 


elite me stellen 
RADIONIC PRODUCTS EXCLUSIVELY— 
: WORLD'S LEADING MANUFACTURER 
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GET THE FIRST 


ay 








One sure way to know which 
customers want washing 
machines first is to have 
them sign the Priority 

Register. This assures them 
of preferred treatment 

when washing 
machines are available 

.++ gives you 

an accurate, 

up-to-date list for 


immediate sales. 














e The Priority Register is a 
copyrighted feature for Thor 
dealers. If you haven’t received 
one, write for yours today. One 
will be sent without charge. 


Hurley Machine Division, Electric Household Utilities Corp. 
54th Avenue and Cermak Road, Chicago, Illinois 
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ANOTHER SECRET WEAPON 
THAT TELLS THE STORY OF 


PHILCO AT WAR! 


OW comes news of another American 
secret weapon ... the “Bazooka”! It’s an 
amazing rocket gun that’s as easy to carry as 
a rifle and can shatter the heaviest enemy tank 
like a howitzer. 


And now we are permitted to tell another 
fascinating part of the sensational story of 
Philco at war. The Philco Metal Division, 
whose huge presses produce the metal parts of 
peacetime Philco radios, is today building the 
projectile of the Army’s newest secret weapon. 


The “Bazooka” makes a two-man soldier 
team a tornado of destruction. It consists of 
a launcher and a rocket-propelled projectile. 
Operated by two men, one loads and the 
other fires. Tanks, pill-boxes, buildings, 
bridges and railroads wither under the fire of 
its deadly, rocket-propelled projectile. Con- 
ceived and developed by the engineers of the 
Army Ordnance Department, Philco is proud 
of having been chosen for a leading part in 
its final perfection and production. 


This is one more example of how the 
diversified Philco research, engineering and 
production facilities are serving almost every 
branch of the Army and Navy. It is a promise, 
too, of the future... when the Philco “All 
Year ’Round” franchise will bring you again 
the greatest sales opportunities in the 
appliance field. 


Philco—the quality name in 
millions of American homes. 


PHILCO 


CORPORATION 





A NEW BOOK 


very 
PPLIANCE 
EALER 
hould See 


There’s only one copy, as yet, and it’s been kept 
very busy during the last several weeks, on dealer 
contacts through the east and southeast. Every 
dealer who has seen it, has been impressed more 
than ever with the postwar sales opportunity in 
Ironrite. It summarizes Ironrite’s unusual and 
exclusive features ... in product and sales policies 

. and it proves by thousands of actual inquiries 
from our Ladies’ Home Journal advertising, 
(which are now being saved for you) that Ironrite 


is the most talked-about ironer in the ironer field! 
Eventually, every appliance dealer in the country 
will be shown this portfolio by his Ironrite repre- 
sentative. Keep your eyes and mind open to Iron- 
rite’s postwar sales opportunity. Ironrite isn’t 
just another ironer sales opportunity . . . it’s the 
opportunity in the industry! That’s enthusiastic 
language but the facts justify it. 
THE IRONRITE IRONER COMPANY 
38 Piquette Ave. . Detroit 2, Michigan 
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One of our most powerful ? tracks, steel 
weapons for fighting enemy er e cases for electri- 
aircraft is the 40 mm. auto- cc He cal control appa- 
matic, firing twice a second. ; ibs a| ratus, metal con- 
Parts for the tracer igniter es 7) : tainers for bomb 
shells used in these weap- wa“ parachutes. Car- 
ons of war are precision tridge belt web- 
made at Lindemann & Hoverson. bing comes from L& H looms 
This pioneer stove manufacturer is _ that used to weave stove wicks. 
also supplying steel pins for tank And stove assembly is replac- 


ed by assembly of motor driven 
air compressors for U. S. Army 
Trucks. . . In thus serving Uncle 
Sam, Lindemann & Hoverson is 
achieving a new precision that 
will be apparent in improved 
L&H postwar products. In 
your plans for peace keep L&H 
in mind. It will be 
a good line to tie to. 











A. J. Lindemann & Hoverson Co. 


MILWAUKEE + Since 1875 * WISCONSIN 


MANUFACTURERS OF ELECTRIC RANGES...ELECTRIC WATER HEATERS ALCAZAR 
GAS RANGES...OIL STOVES...PORTABLE OVENS...OIL HEATERS...WICKS 
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The tire store of the future, as seen by Goodrich experts, (see opposite page) 
is a far cry from the old hide-away which was short on display and other lines. 


T has all come to pass because 
| rubber manufacturers have been 

turning out automobile tires that 
are “too good.” 

Back in 1924 you were lucky if you 
drove 2,000 miles without your tires 
getting bald, and you paid at least $30 
apiece for them. Today mileages of 
35,000 are common, and prices run 
around $15 for a tire. 

Obviously, with such a shrink in 
price and such a slow-up in replace- 
ment, somebody was going to get 
squeezed—and it was the retailer. 

Tires were getting into the same 
class as sugar. People had to have 
them, but there was no money in them. 
The hammer and tongs competition 
which had knocked the retailers into 
a cocked hat put the manufacturers in 
a dilemma. 

There are approximately 7,300 mar- 
kets with car registrations of 500 or 
more vehicles. To get its share of the 
business each manufacturer had to be 
represented in each of these markets. 
One of the famous deals of the 1920s 
was the contract Goodyear signed with 
Sears, Roebuck & Co., which was 
later knocked out in court. Sears took 
over the job of supplying a good chunk 


PAGE 10 


of the U. S. market with tires, but the 
courts held there was unfair competi- 
tion. 

When the Sears type of distribution 
set-up was ruled out, it automatically 
turned manufacturers’ minds to the 
idea of stores of their own. 

Firestone Tire and Rubber Co. had 
its own service stations nearly twenty 
years ago, but it was largely after the 
Goodyear-Sears legal bombshell ex- 
ploded that manufacturers generally 
saw that such outlets paved the way 
for future expansion. At first, acces- 
sories for automobiles—long profit 
gadgets—were stocked, along with 
auto robes, picnic equipment, thermos 
jugs, silverware, and gloves. Success 
with these led to associated house- 
wares, and when the war closed down 
minor and major appliances were be- 
ing sold. 

Right now as this is written there is 
an immense bustle back of the scenes 
as three major rubber firms prepare 
for after-the-war merchandising. 

It is known that John W. Thomas, 
chairman of the board for Firestone 
is studying closely all angles of appli- 
ance merchandising. Firestone, ac- 

(Please turn to page 84) 


Competition has pushed tires into the 
class of unprofitable necessities, like 
sugar; hence rubber manufacturers 
wish to add appliances to their retail 


outlets after the war. 


By TOM F. BLACKBURN 














ADVANTAGES TIRE MANUFACTURERS ENJOY; 
LIABILITIES THEY WILL HAVE TO FACE 


PURCHASING POWER —There is no reason tire manufacturers 


cannot have made up for them appliances which may be sold on 
the Sears and Ward price levels. However, they can offer few of 
the patented features of the latest national brand merchandise. 


MASS DISTRIBUTING —tne newcomers will probably cut into 


Sears and Ward volume. in the national brand field they are 
likely to run into new angles of distribution which will bring 
dealers’ prices closer to theirs. 


TIME PAYMENTS —this feature attracted the tire outlets to 
appliances. We will probably see dealers counter with similar com- 
plete collection services under their own roofs. 


DIVERSIFICATION —tire outiets have skillfully selected associated 
types of merchandise that fit into their picture. We may see elec- 
trical dealers copy their ideas, even to racks of tires. 


MANPOWER—the man who is skilled in selling tires and chang- 
ing batteries does not necessarily have the finesse for selling appli- 
ances to women. Despite training programs, dealers who give 
their men a good shake have little to fear. 


LOCATIONS—rtne achilles heel of the tire outlets from an 
appliance standpoint is their location primarily to sell tires. 
Women are not particularly attracted to these spots. 


BRANDS —while tire manufacturers expect to act as distributors 
of appliances for their outlet stores and dealers, it is not expected, 
at this writing, that they will handle many nationally known lines. 


The privilege of distributing prestige brands is expected to remain 
a dealer advantage. 


PRICE —chiert weapon of tire outlet stores is expected to be a 
price level in line with Sears and Ward. Whether this spread is 
going to contrast greatly with what the independent dealer can 
offer after the war, remains to be seen. 
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This neat little corner of housewares in the Goodrich model store at Akron is the top notch merchan- 
disers idea of the proper way to do it. 


Few electrical dealers realize that luggage is something that fits into 
a line, but Goodrich experts included it. 


Here is a neat, but not gaudy, display of auto supplies between the 
floor waxes and the sporting goods. Note popular tools, too. 


Goodrich dealers get the benefit of expert advice on items that will sell, on display, and store 
arrangement... With associated dealers the plan is much like the Penney set-up. 


A man with a lot of appliances in his home is likely to live in a house. Householders have gardens. 
Why not sell these chaps seed, garden supplies, fertilizer? Goodrich experts considered this logical. 


ENRICH 
pENRICR oven pENRICy 
| MOTOR sit MOTOR 
ON en ol 
<i 


me " 
oe 


pENRICy pENRICy pENRICH pENRICH 

MOTOR MOTOR MOTOR MOTOR 
ol ON on On 

we Be Re — 


AS GOODRICH PLANS THE TIRE STORE OF THE FUTURE 
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SERVICING BENDI¥ 


Diagnosis and Repair 








Checking and Adjusting 
the Clutch Solenoid 


IGNAL that something is amiss is revealed by 

the way the clutch slips. The cylinder fails to 
turn at a proper speed in the drying cycle. All 
that you need for the adjustment is a % inch 
screwdriver. The steps in removing the back 
panel are not shown in these photographs: 





3 Turn the screw clockwise to increase the travel be- Pull the top’ forward so that it clears the time com 
tween the two measuring points. knob and selector switch lever. 


Feeling the adjustment. You do this with your thumb 4 Check the travel with a pencil. Mark with a pencil 3 The back panel is held on by six screws which are 
to get a sense of the tension or travel of the arma- and then measure with a rule. to take out. 
ture. The armature should be compressed to where the 
spring tension is felt. Continue. pushing until the arma- 
ture reaches a full stop. This travel should measure 3/16 
inch on the solenoid armature to be in correct adjust- 


ment. travel is less (which is likely) it should be Removing the Cabinet 








4 Now you remove the two screws that hold the 


of the front on. Each panel is held at the 
2 Here you are loosening the lock nut on the adjustment 1 You begin at the back and take out four screws hold- of the base with two screws. The job can be dom", 


screw. ing the top panel. . between 2 and 3 minutes. 
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| B- is one of a series of “how to" service 
specific makes of appliances. These step-by- 
step operation instructions are prepared by 
ELECTRICAL MERCHANDISING in cooperation 


with the manufacturers and carefully checked 
\ for accuracy. Already published is similar serv- 
ice information on Westinghouse irons, Maytag 
washers, Knapp-Monarch toasters, Premier 


vacuum cleaners, Simplex ironers, Speed Queen 
washers, lronrite ironers, G-E and Hotpoint 
irons, G-E washers, Blackstone ironers, Universal 
irons, Lovell wringers, Speed Queen wringers, 
Hotpoint ranges, Apex washers and ironers, 
Universal washers, Easy washers and ironers, 
Westinghouse ranges, Blackstone wringers, 
Chromalox range units, Thor washers, Universal 
percolators, G-E refrigerators (Type CA). 
Also in this issue: Norge refrigerators (page 20) 
and Universal toasters (page 32). This series 
will be continued with two or more appliances 


Servicing the Time Control ee 
































If the knob fails to progress automatically, if it stands 


Disassemble the time control motor which governs This shows the three parts in time control: |. Case 
still, this indicates motor difficulty. 


the automatic operation of the Bendix. control. Case and contact block. 2. Cam. 3. Time 
control motor. There is an adjustment on the time con- 
trol that should be made when reassembled. The motor 
screw holes are slotted to permit adjustment. Adjust so 
that all make and breaks on the cam are complete. 
Turn the cam clockwise until one of the fingers is about 
to break contact on the next jump of the motor. Twist 
the motor clockwise until the clearance between the 
cam and the finger is a small air gap (just a hair). 
Tighten the screws to hold motor in place. To check, start 
going and make contact with blades and make certain 
that blades completely break in one jump. 





Serving the Tub 


You will find the time control motor slipped out after 5 k A bly 
the knob is a ratchet (there are three parts, screw, 9 the screws have been removed. ac sseém 
ing and plunger). The screw has to be removed to 

the plunger so it can be taken out. 


Removing the knob from the time control shaft. In 


old the i 


1 In some instances you may have a slight knock in 

+ the bette Showing how the cam assembly is removed. The cam extraction cycle due to loose tub back nut. Unlock 

1 be dow MHS Remove the time control from the bracket. This is should be rotated clockwise while pushing it back- the washer so that the nut can be tightened. It should 
held by two screws. ward. Otherwise you will bend the blades. be securely tightened as a remedy. 
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SERVICING BENDIX AUTOMATIC WASHER (continued) 


It doesn't call for a Here we are removing the bearing from the tub back. 

You need a large punch and hammer to do the job. 
When the bearings are noisy, this operation is called for. 
The punch should be rotated around the bearing so it will 
be evenly removed. 


Taking off the float assembly. 
Philadelphia lawyer to show you how to loosen the 


screws that hold it. 





= 


7 This is the new Bendix bearing and seal tool. (S.F. 11 Now you put the medium-sized part of the tool 
151). It is used in bearing installations, and pulls the side down on top of the bearing. 

bearing in place by applying pressure at outer edge 

insuring a damage-free installation. 


Eo 


This is the mixing valve about to be taken off. Preparatory to installing the tub back bearing you 
It insures the luke warm water coming into the washer place the large cup tool, cup up over the shaft. 
at the right temperature. 


Take off the tub back flange. You will find you can 9 Place the tub back cylinder with porcelain face up. 13 a . poregy oa on oe Se 
ou will strike the threads on the 


now remove the cylinder and the tub back assembly. Bester ten tals hack tec be & 
But don't set the cylinder on cement floor as it is porce- ahr Re Sep Ra ae. Oe shaft and will have to use additional spacer supplied vt 
lain. Place it on cardboard. Remove cylinder shaft nut tool. After the bearing has been properly seated, 
from tub back. the tub back and install spender spacer and back 
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Adjusting Water 
Level Units 





Taking out the case and screen. This is located in the 
front of the machine behind the drain door. 


14 Reverse the tub back and install the water slinger 
and seal with the tool the same way as before. 


Changing Dil 


1 Here's the operation whereby you increase or decrease 

the water level in the tub. Test out first by filling 
the tub with water only. It should fill up to the lips, but 
should not run out the door. 


The screen should be removed and washed under the 
faucet if it contains any lint. 


You remove the oil level plug as shown for the pur- 
pose of checking your oil. 


A float controls all this. Adjustment is made by mov- 

ing down or up the lower collar or the clip on the 
float rod. Slide up for less water and down for more. 
Move an inch to change water level an inch. 


In replacing the screen back in the case remember 
+ to match the hole in the end of the screen with a 
eal | ng t fe similar hole in the end of the case. In this way you won't 


get it in backwards. 


Drain Case = jdjusting Lake-warm 


2 If the oil is black it should be changed (check yearly). HIS eventually gets full of lint, the boys cali 


Remove the drain plug in the bottom of the trans- “crap.” This lint will stop the water from Temperature on Inlet Valve 


mission and the oil can be caught in a small container reaching the pump and the machine won’t empty. 
or a heavy piece of wrapping paper. ALL for this adjustment is due to water being 
either too hot or too cold. The mixture in- 


side of this valve is controlled by a thermostat, 


3 Fill with can. Use 6 ounces of Bendix transmission oil Here Al is loosening the drain case catch. If there 
. = if in doubt keep filling until the oil runs from the is water in the tub place container under the drain 1 Fst remove the edjestnent ples, slag 0 wreash, 
vel hole. sump. 
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Adjust the thermostat with a screwdriver, turning 

clockwise to get warmer water or counter-clockwise 
for colder water. That's all there is to it. One-eighth 
of a revolution means a change of some |0 to 15 degrees. 
The device is quite critical. 





Cleaning Drain Line 


T’S a known fact that lint in the water or a 

match will catch ahead or in the pump, stopping 
up or slowing down drainage. Symptoms of 
trouble are manifest in that water will keep run- 
ning out of the hose when it shouldn’t or the 
tub will fail to drain. 


To fix this, you remove the drain hose ahead of the 
pump. 


Reach in with a screwdriver and clean. You'll notice 
that the right hand holds the solenoid down which 
opens the drain valve. 


Checking Clothes 
Door Handle 


HIS isn’t very serious as you can see by the 
sweet smile on Al Jensen’s face. The symp- 
toms are the fact that the screw comes loose and 
while the door is shut it doesn’t seal tightly enough. 


Opening and shutting the door will permit you to 
feel around for ‘slop.’ 


Remove the catch, and take out shims so that the 
closed gasket will seal, 





AUTOMATIE 


Continued 








1 Using a light permits you to make a quick check on 
the solenoid coils and discover which one fails 
operate. 





Changing the Seal 
On the Pump Impeller 


1 Symptoms are noisiness or the pump seal lealit¢ 
Here are the parts Al has, the seal in his right hand. 
and the impeller in his left. 
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[GBENDIX 
IHWASHERS 


ontinuedimtrom page 15) 








ee HW i tts 


i) Here he is installing the new pump seal in the pump 
housing using the ST-148 seal tool. 


check on 
» fails te 


3 Here is an idea you should know when working on 
Pumps. You can loop the drain holes to form a 
pocket of water in the pump which will help lubricate 


the seal surface. Additional lubrication can be obtained 
in this way, 


Changing Clutch Plates 


OU can tell when chitch plates need changing 

by the fact that they may slip and cause the 
cylinder to run slowly, failing to dry the clothes. 
You will notice that the r.p.m. is down even 
though we have adjusted the clutch plates, we stili 
can’t get it up. Another difficulty may be the 
plates sticking, if this obtains the cylinder will 
not be permitted to slow down to washing speed 
until the tub is partially filled with water. 


1 Take off the belt to allow removal of the transmission 
and the end plate. 


i 


2 Six screws have been taken out here, to permit pulling 

the gear assembly and end plate out. In most in- 
stances it is necessary to tap the drive pulley with a soft 
tip hammer or mallet to break the gasket seal. 


Parts should be gently removed so as to keep in place. 
They are not held together. 
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The gentleman's hand is on the clutch plate housing, 
slipping it off of the gear shaft. 


5 Removing the snap ring from the clutch plate housing. 


Removing the clutch plate from the clutch plate 
housing. 


Here is a picture of the plates. Three are fiber and 

two are metal. When you put in new ones make a 
five-decker sandwich out of them, alternating, if you 
don't know the order. 








The “swap” idea was conceived by 
Proctor Electric and tailored by Duquesne 
Light Co. Here is the brain trust: George 
W. Ousler, vice-pres. in charge of sales, 
Duquesne; Roscoe E. Imhoff, vice-pres., 
Proctor; Paul E. Valle, WPB; E. C. Stone, 
general manager, Duquesne; D. E. Wins- 
low, WPB; Pressley H. McCance, presi- 
dent, Duquesne; George A. Gardner, 
mgr. residential sales; R. C. Wenz, Du- 
quesne; Sam Vining, Proctor. 





















Sam Vining, Proctor spell binder 
loan to the Treasury dept.) who pointed 
out that people only dig up their old 


(on 


appliances because they believe it is 
for a good cause, and that war stamps 
give the movement an authentic touch. 
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The Duquesne Light Co., Pittsburgh, put on a test campaign of Proctor 
Electric's “war savings stamps for old appliances" campaign and found 
it good. Herewith a story of the results and the beginning of a new 
drive in which boys and girls clubs are furnishing the manpower for the drive 


IVE a great big hand to Rosie, 

the riveter, and to Tim, the 

tank builder, the newspapers 
have been saying so far in this war. 
Three rousing cheers for the bozos 
who have been banging out the muni- 
tions at $1.50 an hour, time-and-a-half 
for overtime! 

There has been no such accolade for 
Joe Zilch, the electrical dealer, hang- 
ing on by his eyebrows down the 
street. 

Sometimes he has even been made 
to feel like a cur for remaining in 
business. Like little Jack Horner, he 
has sat in his corner, only there has 
been no pie for him to stick a thumb 
into, no plums to pull out. 

sut, my hearties, ‘it’s a long line 
that has no turning, and from now on 
in, it looks like a case of strike up 
the band for the electrical dealer. He’s 
going to get three rousing cheers from 
everybody. For he’s the logical man to 
put an end to a nasty word—absen- 
teeism. 

The cannon factories cannot keep 
up production if the help stays home, 
and the help will stay home if the 
baby’s diapers aren’t washed or the 


old man’s trousers drop to his ankles 
for lack of a button. Washers on the 
bum, refrigerators on the fritz, cook 
stoves gone cuckoo, flat irons with flat 
tires all throw a monkey wrench into 
family living. The home has been 
mechanized, even if Washington 
doesn’t know it, and both men and 
women take time off from work if a 
mechanical breakdown upsets their 
family routine. Ever growing absen- 
teeism has production chiefs worried, 
and all research as to reasons why 
leads directly to this cause. 

What happened in Pittsburgh Octo- 
ber 12 under the sponsorship of the 
Duquesne Light Co. promises to be an 
acorn that will grow into a mighty oak 
of national importance. It appeared 
to be the forerunner of a countryside 
series of campaigns to throw a patri- 
otic spotlight on the gathering, re- 
pairing and re-distribution of electrical 
appliances. 

A gathering of Pittsburgh electrical 
dealers met at dinner to hear the re- 
sults of an experimental campaign, and 
the start of a new thrust, based on 
findings. It appeared to have the best 
thinking of George W. Ousler, vice 
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president in charge of sales for Du 
quesne; Pressley H. McCance, pres 
dent; George A. Gardner, manager 0 
residential sales; T. O. McQuiston, d 
rector of residential sales; and Frail 
Morrison who heads up trade develop 
ment. Three Proctor Electric men, wit 
originated the idea, sat by and watched 
the expansion of their brainchild? 
Roscoe E. Imhoff, vice president; Sat 
Vining (on leave) and fertile mindet 
Bob Oliver. Net of 
“In our trial campaign,” said T. 0 ce . 
McQuiston, “Some 141 dealers parti¢f, “8 
ipated, with 32 doing 70 percent of PP 
the volume. The obvious thing whilbjliance 
held the others back was lack of 
power, and in our new campaign W 
have supplied it. adios 
“Our success lay in the fact MiMi. 
dealers paid off householders in Waa. , 
savings stamps and put a patric... 
angle on the getting out of old apPMBader. 
ances and turning them in. If the this... | 
had been on a cash deal basis, fOlBHjy. 
would not have bothered to ransa@ioy a4; 
their attics and~ basements. ans 
“Another thing was the discovelii,, mix, 
of an hitherto overlooked angle ¢ leetrie. hy 
feminine psychology. Women will 0 eating 
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ishoes, old hats, old furniture into 
bash can without a moment’s hesita- 
m. Yet they will save an old appli- 
ke possibly because they feel they 
y need it some day. In one home 
discovered ten flatirons piled up 
basement shelves, most of them in 
tking order. You can safely say 
tfamilies rarely throw away appli- 
ts, and cupboards everywhere are 
of them.” 

e dealer who had worked the 
reported that he had taken in 
tof his swap appliances while on 
fice calls, merely by asking for 





‘ational 


them. He had a waiting list for 15 
refrigerators and 45 washers. 

“The most patriotic thing a dealer 
can do is to stay in business,” Sam 
Vining, now on loan from Proctor to 
the U. S. Treasury, said. “To stay in 
business he must make a profit, and 
he can do this and both boost the 
sale of war stamps and help prevent 
absenteeism by repairing and redis- 
tributing appliances.” 

Handbills put out by dealers ap- 
peared to be the most effective medium 
in the test campaign. Results reported 
by various dealers were as follows: 
















cent a appliances recovered (called 
x Whibliance Total 
of RG es ao pci-e 0-0°a 542 
. 31 

A ERS eee 420 
r ME TANGES 5.2... een 1 
es) weettic refrigerators ........ 135 
~  —__ ees 8 
i” a 458 
“be folk Whers (automatic) ......... 0 
 aaaeeeeeeeesers 104 
OEE mes ............--... 4 
_ bs tiesccccevsrcsevs 145 
5 i an a this bovine s au che 28 
1 mmm heaters .............. 79 
will t0s I is Pac d'c cveee'e’s 7 
TSIN 





d T, Opt of a five months’ trial campaign, 
. parti tending to October 1, 1943, was 
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FIVE MONTHS “SWAP” RESULTS 


“swaps” by the trade) of which 41 
percent were irons. Here is a break- 
down of the pickups: 





ee ere em yee 74 
ee Ser ere oe 2,263 
Percolators—coffee makers ... 103 
I Pre eee 4 Par tet 6 
RII os ees Vc ain oe sees 545 
Sandwich toasters ............ 113 
Ventilating fand 2.20.06 Specs 1 
OM ONS bone cdc cs Sandeman 118 
NRT o:x-0 0 Core a Oeumee 3 
Lamps (IES floor)........... 79 
Lamps (IES table) ..........-. 9 
Ree = rape e 5 
Miscellaseous: -. 5.0.0 ie os sees 353 

5634 


A sample of the. Seck Hawkins Clubs, 
girls and boys who will supply the man- 
power for gathering old appliances. 
Founded in 1930, this club is sponsored 
by the Pittsburgh Press and lends its 
support to civic enterprises; plenty of 
parades, picture shows and prizes keep 
the youngsters in high pitch and on the 
prowl for appliances. 





rR VICE 


Cause of absence of thousands of workers from war factories is the break- 


down of laundry and other household services. 


The modern home is 


mechanized and depends on function of appliances to operate. When 
things go wrong, workers stay home to do the work by hand. 


“So far we’ve taken in close to 50 
items,’ reported Joseph S. Eger of 
the Eger Motor Co., McKeesport. “We 
believe it is helping us get established 
as a reliable repair dealer.” 

“I’m making a decent profit on items 
I’ve taken in on swap,” said J. Segal 
of the Camera Radio Shop, East Lib- 
erty. 

“We took in over 80 items, in- 
creased service business over 50 per- 
cent and got a number of salvage 
parts,” declared Sam Szeinbach of 
S & S Radio Service, 328 Atwood St., 
Pittsburgh. 

“We distributed 8,000 handbills door 
to door, and from July 6 to August 7 
swapped stamps for 43 items, with a 
resale value of $400,” said L. R. Mid- 
dleman, Bellevue Electric. 

“Handbills best way to tell the 
story,” said Larry Hummel, Larry’s 
Appliance Store. 


“The swap plan has put us back 
in the appliance business,” A. H. Rob- 
inson, South Hills Sport Center, 
Brookline. “I never realized that 
people needed appliances so badly.” 

“In addition to appliances we swap 
and sell tools, lawn mowers, power 
equipment, micrometers,” Cecil Wil- 
son, Whitehead-Wilson Co., Braddock. 

“We make sure every customer gets 
the pamphlet that explains the swap 
plan,” M. E. Lindenberg, Monarch 
Electric. 

“The plan is sound, the advertising 
good, but the task of getting people to 
bring in their items depends on the 
effort put forth by the dealer,” W. T. 
Gardner, Quick Service Electric. 

“Our reputation has been built up 
over a period of 35 years,” said George 
Wolf, Wolf Electric Co., Beaver 
Falls, “and we worried about keeping 

(Please turn to page 40) 
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Replacing the Sealed-In System On Norge 1942 Refrigerators 


1 Open the food compartment door and remove the 
machine compartment cover. If a vegetable bin is 
used in the refrigerator, this also must be removed. 


Remove the throat lining on top, bottom and right 

hand side by carefully pulling away from the cabinet, 
with the fingers. Spring clips hold the molding to the 
breaker strips on the cabinet. 


Unlock the retaining spring clip that holds the breaker 
7 strip to the cabinet by using a screwdriver, forcing 
one side of the spring clip up over the other. 
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2 Next take your screwdriver and remove the throat 3 Here you get a look at how the refrigerator ap 
lining corner molding. It comes off readily. with the corner molding removed from all four ¢ 


Meissner 
& 
ce 


This is the way your refrigerator is going to appear The next step is to take off the cover over the 
with the bottom molding removed. slot on the bottom cross rail of the cabinet. 








3 Still using your screwdriver, pry the breaker strip away 3 An alternate method of prying the breaker strip # ‘The 
from the tank and the cabinet. from the tank to prevent breakage of porcelain ® ins 
, tank is shown here. 
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Step by Step Procedure on Two Operations 


rator 
| four ¢ 





The step here is to remove the screws from the 1 Carefully remove the tubing from the tubing chan- 12 Remove the bolts holding the sealed unit to the 
tank ear which holds the tubing clip in place. nel of the cabinet. cabinet frame. Photograph shows man working with 
a wrench. 


On some of the smaller refrigerator models, it will 1 4 You will notice you can now slide the unit out of 1 When this is done you have the unit setting on the 
be necessary to remove the front base shroud. the base of the cabinet. floor in front of the cabinet. 


a ‘The next step is to take off the cooling unit door 1 Remove the cold control tube from the clamp by 18 Remove the control front plate from the cooling 


from the cooling unit. releasing the wedge shape clamp with a pair of unit. A screwdriver is the tool you need. 
pliers. 


(sina 
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This gives you an idea of how easily the control 
front plate slips out. 





992 Lift the cooling unit out of the cabinet and 
fully bend the tubing so that it will not kink. 


2 Take off the electrical wiring harness from the unii 
and place it to one side. 


nai 


2 Place the cooling unit on top of the condensing 
unit with a cardboard between the two to prevent 
damage. 


4 


25 This is the way you open the crate and expose the 
unit. 


> 


26 This photograph shows the crate front removed and 

the sealed-in system ready to remove from the crate 
by taking out the bolts that hold the cooling unit 
and condensing unit to the crate bottom and back. The 
new replacement unit is reinstalled in the cabinet by 
reversing the manner in which the inoperative unit was 
removed. 


SERVICING NOR 


21 Remove the four nuts holding the cooling unit 
cabinet. 


2 Now you wheel in a new replacement 
mechanism and prepare to uncrate it. 





HE main body on the Norge Rollator is on 

the high pressure side of the system. There- 
fore, it cannot be pumped down for removal in 
the usual sense as applied to systems with piston 
type compressors. Most of the space in the dome 
is taken up with oil, but the space above the oil 
contains refrigerant vapor under pressure. There 
may be also some liquid refrigerant under the oil 
if the system has been idle for some time and 
the Rollator is cold. 


Therefore, the Rollator should first be warmed, 
either by running or by application of heat to be 
sure the liquid refrigerant is all out. Then you 
close the valve on the suction side of the Rollator 
by turning the stem all the way to the right. 
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Be sure the valve on the discharge side of the Rollator 

is turned all the way to .the left, or back seated.. At- 
tach @ discharge hose or tubing with the gage and globe 
valve as shown in the photograph. 


Close the globe valve and turn the valve 

discharge shutoff valve on the Rollator all & 
the right. Place the end of the hose or tube! 
containing approximately two gallons of water 
of ordinary household lye dissolved in the 
the gas slowly in the lye water until the gage 
Caution: Never leave the Rollator while dis¢ 
lye water. As quickly as the gas is all drawn 
Rollator the process will reverse itself and lye 
be drawn back into the unit. 
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REFRIGERATORS (Continued) 





3 Remove the Rollator from the wait and move it to a Drain the oil from the Rollator into a convenient con- 
convenient location where the seal can be replaced. 


Take off the oil filler plug, as shown in illustration, so that 
Il oil can be drained from the Rollator. 


tainer. Any small can will do. 


Remove the six cap screws holding the seal assembly 
in place. 


You will notice that the bellows assembly can be 


9 Take a knife blade and insert it between the Rollator : 
now lifted out. 


casting and the seal flange to break the gasket loose. 


12 This shows the proper manner in which to employ 13 When you do it correctly the seal ring puller takes 
the seal ring puller. the ring out as slick as a whistle. 
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Loosen the nut two or three turns on the flywheel, 

and pull the flywheel by using a special Norge wheel 
puller, part No. 30795. It is advisable to leave the nut 
on the end of the flywheel shaft to prevent splitting the 
shaft in cases where the wheel may be extremely tight. 
After flywheel is loose remove puller, nut and flywheel. 


The seal bellows assembly is ready to remove from the 
Rollator. 


11 Use a special seal ring puller, part No. 30455, to 
pull the bronze ring assembly from the shaft. 


14 Check the counterbore of the Rollator to be sure 

that the garlock packing ring was removed with the 
bronze ring. If not, it will be necessary to use a knife 
to remove the packing ring. 
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SERVICING NORGE REFRIGERATORS 


(Continued from page 23) 


17 The proper method of sanding the shaft is to 
the paper about a screwdriver and rotate it, 


15 Examine the shaft and interior of the counterbore, 


lf there is any corrosion on the shaft, it must be 
to be certain that both of them are very clean. 


removed by fine sandpaper, such as No. 0000. 


2 This shows how the two seal members work tos 
in the Rollator. 


18 Place a cloth over a screwdriver, and clean out the A new replacement seal assembly is here ready to 
counterbore so as to be certain there is no dirt install in the Rollator. 
remaining in this part of the Rollator. 


2 Place the bronze ring with the garlock packing 

the shaft so that the key in the ring is in alic 

with the keyway in the shaft. The bronze ring is 5 
into place on the shaft by using a special tool, part} 

XC-982. It should not be necessary to pound on 
9 This shows how perfectly matched seals will stick The garlock packing ring is placed in the bronze tool to properly, seat the assembly on the shoulder of fi 
together just like Johansson blocks. ring with the chamfered edge up so that you can shaft. If the shaft is properly cleaned, this should be 

see it when the garlock packing is in the bronze ring. sliding fit. 


24 Place the seal plate gasket on the Rollator casting. 25 Pour a small amount of clean Rollator oil in the 6 Install special’ seal aligning tool, as shown i. 
bronze ring and .place the seal bellows assembly illustration. The seal tool comes in two pieces 
and the two metal rings on top of the bellows flange. No. RH-734 and-BC-308A. 








CONTINUED ON PAGE 87 
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You wouldn’t camouflage 
your show window 


On the fighting fronts, supply concentrations, machines, even jungle troops, are carefully 
camouflaged for concealment from enemy eyes. When you get your next stock of electrical 
appliances, you certainly won’t conceal it by similar means. Yet year after year many re- 
tailers unwittingly hide the very products which give other dealers their fastest turnover. For 
the rural market, there’s one way to make sure that you show the profitable, desired items— 
concentrate on displaying the appliances consistently advertised in the FARM JOURNAL, 


America’s largest rural magazine. 


Today, rural Americans have billions of extra income. 
They’re putting a large part of it into war bonds—a huge 
reservoir of buying power for tomorrow. And as soon as 
possible, they’re going to buy enormous quantities of 
electrical appliances, to slash farm production costs and 
to lighten housework. Of the 2,700,000 rural families 


These are the products in your line 
advertised in current issues of 
the FARM JOURNAL. Display them. 





ALCOA ALUMINUM PARMAK ELECTRIC FENCER 

BOND FLASHLIGHT PHILCO PRODUCTS 

5 i Sits eat 
BATTERIES RCA PRODUCTS 

FRIGIDAIRE REPUBLIC STEEL 

GENERAL ELECTRIC U. S. STEEL 

MYERS WATER SYSTEMS | WESTINGHOUSE PRODUCTS 


NORGE ZENITH RADIOS 





who read the FARM JOURNAL many live right in your 
own territory. They’re planning to buy the appliances 
they’re reading about in the FARM JOURNAL advertising. 
To meet that rural money half way, plan now to feature 
those same appliances—for FARM JOURNAL advertising 
wins friends and influences sales. 


Of the FIRST FOUR 
ONLY ONE covers 
the rural market 


@ * 
FARM 


JOURNAL...’ 


eo 


’ 


LGA 


Successful merchandising is based on facts. Write today and have us tell you how many 
FARM JOURNAL subscribers live in your own county. In two out of three U. S: counties 
(practically all but the metropolitan areas) the FARM JOURNAL has more readers than Life, 


The Saturday Evening Post, or Collier's. 


FARM 


GRAHAM PATTERSON, Publisher es 8) 8 RN AL Washington Square, PHILADELPHIA 
AND Faruu 14 H ife 
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WHAT IS THE SECRET OF 
GOOD STORE ARRANGEMENT? §) 


HOW can , 
Ady ERTISE a 
THOSE CUSToME 


The First Six Bulletins in 
> the Hotpoint Series Unlock 
> Many Secrets of 

Successful Merchandising 


























1 “Plan Now for the Appliance 4 Stocking an Electrical Appli- 
Store that Will Help You Sell” ance Store” 


2 “How to Choose a Good Loca- 5 “Floor Arrangements Which 
tion for an Appliance Store” Help You Sell” 


3 “Planning Your Type of Elec- 6 “Advertising to Bring Themi ; 
trical Store” 
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How Retail Merchants — 
( Can Plan Now for 


) : Seen 


= 


ELECTRIC 


REFRIGERATORS » RANGES - WATER HEATERS - WASHERS AND IRONERS - CLOTHES DRYERS - 


Ow is the time to plan for a bet- 
N ter future in the merchandising 
of electrical appliances. 

Hotpoint is doing something about 
that future now / We have in prepa- 
ration a series of bulletins entitled, 
“Planned Electrical Merchandising.” 
They are full of ideas and information 
that will give you a big edge in the 
postwar era. 

These bulletins are about your busi- 
ness. Your store, your customers right 
in your community — not about Hot- 
point products. They are loaded with 
practical, field-tested suggestions that 
will help any merchant improve his 
business volume. 


Arming for Peace 
The retailer who is best prepared with 
sound knowledge about store location, 
the secrets of display, making custom- 
ers buy, and such, will take postwar 
business like the Yanks took Tunisia. 


The: 


ate 
FOR OUTSTANDING ACHIEVEMENT VES 
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Better Postwar Business 


It is the purpose of Hotpoint’s new 
service for retailers to provide you with 
this ammunition. 

Hotpoint is not waiting till the war 
is over to put this extraordinary material 
into your hands. The first issue of 
“Planned Electrical Merchandising” 
is ready now. This is tailor-made for 
postwar retail planning — with it you 
can plan now for better postwar busi- 
ness. Be sure to get the first issue of 
“Planned Electrical Merchandising.” 
See how easy the ideas are to under- 
stand. Note how readily they can be 
applied. Observe how the use of this 
material can put you in the front 
ranks of the postwar march to greater 
business. 

Write today on your own letterhead 
and ask for your copy of “Planned 
Electrical Merchandising.” 


Edison General Electric Appliance Co., Inc. 
5620 West Taylor Street, Chicago 44, Ill. 


way 


% i% WAR PRODUCTION 


KITCHENS 


AUTOMATIC DISHWASHERS - ELECTRASINK - STEEL CABINETS 
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On the left is a defense worker who comes in for three to four hours a day and at 
right is a high school boy—two ways to beat the manpower shortage. 


Work coming into Hack's is received at a counter almost three-fourths the length of the 


store. 
a handy storage place for repaired jobs. 


Back of the counter, shelves which might normally hold new appliances, provide 


Note the sign: "Be Patriotic—Have Your 


Appliances Repaired and Conserve Vital Materials." 


At extreme left, Harry Hack, owner of the store, looks over some repair jobs done by a 
full time service man and a high schoolboy helper. 
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A large, well-planned record department helps add volume and profit to the store, 


Systematizing 


ITH a crew of 10 repair men, 

only four of whom are full 

time employees, Hack’s, 3381 
N. Green Bay Ave., Milwaukee, Wis. 
is doing a large volume of appli- 
ance repair business. Operated by 
Harry Hack and his father, Louis, 
this firm is making an active bid 
through an extensive newspaper, di- 
rect mail and street car card advertis- 
ing campaign to get enough business 
to keep a large staff busy many weeks 
in advance. 

Harry Hack, manager, declares that 
the company’s extensive merchandis- 
ing campaign is also intended to bring 
in many washing machines and smaller 
appliances for repair, so that not too 
much dependence is placed upon radio 
repair volume, because of shortage of 
parts and tubes. 


War Workers Employed 


Of the 10 man crew several of the 
part time men are war workers who 
come in on their off hours and put in 
from 3 to five hours in the Hack serv- 
ice shop. Then there are several high 
school boys who put in about 3 hours 
daily, plus 5 hours or more on Satur- 
days. 

“Our war plant workers are chaps 
who know how to repair electrical 
appliances,” says Hack. “One man is 
a crackerjack on small appliances, so 
we let him work on those exclusively. 
Another is an excellent radio man. A 
couple of the high school boys are 
without technical experience but they 
can repair a lot of electric cords and 
do other minor repair jobs. By fitting 
the men to the jobs they do best we 
manage to get along swell with our 
service shop workers on part time.” 


As work comes into this repair shop 
it is received at a long counter almost 
three-fourths the length of the store, 
Behind the counter there are shelves 
of various sizes which will hold re- 
paired small appliances. This arrange- 
ment is very effective. Not only does 
it provide a handy storage place for 
appliances until customers come to 
call for them, but it prevents the front 
display room from having a “junky” 
effect as is the case when repaired ap- 
pliances are scattered over counters oF 
the floor. The Hack arrangement also 
means that the repaired appliances 
are safe on the shelves and are easily 
accessible when customers call for 
them. 


Ticket System 


A large sign running the entire 
length of the shelving calls the attet- 
tion of customers to the fact that it 8 
patriotic to have appliances kept in the 
best of condition during wartime. 

When a customer brings an appli 
ance to this shop for repair and lays 
it on the receiving counter, the clerk 
taking it makes out a ticket which has 
three sections, all carrying a serial 
number. If the appliance is a radid 
the job ticket carries an “R” on 
If it is a washing machine, the lettet 
“W” appears on the ticket, and if the 
appliance is a small item, the letters 
“SA” appear, meaning “small appli 
ance.” Each of the three sections of 
the job ticket carry such lettering 
The claim check section goes to the 
customer, one section is attached to the 
repaired job so the appliance can 
found easily for the customer, whilt 
another section, detailing the 
done on the job and the cost, goes @ 
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A service man at Hack's goes to work on a washer repair job. 





Hack's at Milwaukee, have put their appliance 


and radio service on a scientific basis and get 


enough business through newspaper, direct-mail 


and street car ads to keep the place humming 


the office for the billing. In the case 
of most appliances the job number is 
also marked on it somewhere in red 
pencil, so that if the cardboard job 
number section is lost, the item can 
still be identified. 

Mr. Hack says that such a system is 
absolutely necessary in a shop where 
a great deal of repair work is done. 
It helps make operations foolproof, 
and it saves time. And during war- 
time, the saving of time, or rather the 
Wise utilization of time, is highly 
important. 


Card Index File 


After jobs have been billed the 
central part of the job ticket detailing 
work and costs is placed in a special 
tard index file in the office where it is 
available for quick reference. One file 
is labeled “Radio,” another “Washing 
Machines” and another “Small Appli- 
ances.” If there is need to check on a 
job, this arrangement saves time. Mr. 
Hack says he has found the system 
very useful. 

“All our jobs are guaranteed for 90 
days,” declared Mr. Hack. “That is 
why we want these lists for quick 
teference. We want to build good 


will during wartime, as we believe we 










a) 
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can then cash in on post war oppor- 
tunities so much the better. To this 
end, too, we use many forms of penny 
postal card mailings to advise cus- 
tomers what is happening to the appli- 
ances they left for repair. We find 
that they deeply appreciate this kind of 
service.” 

For example, when a_ customer 
leaves an appliance for repair, the 
receiving clerk may not have time to 
find out what repairs are needed, and 
the customer does not have time to 
wait. Nevertheless the customers 
wants to know what is wrong and how 
long it will take to repair it. Harry 
Hack has worked out a form card for 
this situation which requires only a 
few words to be filled in, just in case 
there is unnecessary delay. 

The card informs the customer that 
it has been necessary to order parts 
from the factory for the appliance and 
that he will be notified by mail when it 
is ready. Such a card helps to keep 
customers from getting irritated with 
repair delays. If the appliance cannot 
be repaired due to shortage of parts 
due to the war effort, another special 
card is mailed to the customer advising 
him of this fact. The firm asks him if 
he wants to call for the appliance or 





Of the ten-man service crew at Hack's, several are part time war workers who come in 
on their off hours at 4 p.m. and work three or four hours daily. 


sSERVICE JOBS 


leave it at Hack’s until some time in 
the future when parts may arrive. 

Notification cards are mailed to all 
customers when their appliances are 
repaired and asking them to call for 
them as soon as possible. Of course 
this pertains to appliances which can 
be carried. Larger appliances such 
as washing machines, refrigerators and 
console radios are delivered to cus- 
tomers. 

Another form card is one which is 
mailed to supply houses ordering parts 
of various sorts. Still another card is 
mailed to customers whose appliances 
have been serviced in the home by a 
Hack service man. Such a card will 
contain also a receipt for the amount 
of money the customer paid the service 
man at the time. 


Cards Save Time 


Ordinary cards like this not only 
helps the Hack organization to build 
good will, but it also saves much cleri- 
cal time, declares Harry Hack. It 
enables the firm to be very prompt in 
acknowledging orders, sending for 
parts, notifying customers, etc. “It also 
saves us a lot of telephone time on 
small appliances,” declares Mr. Hack. 
“Ordinarily a dealer is busy answering 
the phone these days, often unneces- 
sarily. These cards help to keep that 
phone from ringing too many times 
when the business can be done by mail. 

Mr. Hack finds that newspaper ad- 
vertising, direct mail and also street 
car card advertising is very effective 
at this time to bring in enough busi- 
ness to keep his staff busy at a profit. 
A large, well planned record depart- 
ment, too, helps to add volume and 
profit to the store. 





O 
| JOB NUMBERR = 800 





NUMBER 
R = 800 


Date 








Address 








Phone 





Article 





Make 
Serial No. 








Describe Trouble: 





























Estimate Quoted: 








Date Promised 





Sales Check No. 





Received By 








CLAIM CHECK 


No. R 800 


Article 


Make 








HACK’'S 
3376-81 N. GREEN BAY AVENUE 
Phone: LOcust 4200 or 4202 
Milwaukee 12, 
Date 





Wisconsin 














Each job has a ticket, in three sections, 

each carrying a serial number. The claim 

check section goes to the customer; one 

section is attached to the job, while the third 

section, detailing work done and cost, goes 
to the office for billing. 
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to Glass 


in General 





rillovers are all the same 




















Servicing 


niversal 


> 


urn Easy 


oaster 


1 In servicing the Universal turn easy toaster first test 2 Bend the end plate with screw driver slipping 
for circuit and ground. If the heating element is out of assembly and then the other. 
burned out proceed as follows: 


* 
- 


“Remove the sides, tops and element assembly 
athe base keeping assembly intact with pre: 
side plates (as illustrated). 





Remove the right side panel. From this point on 
hold the toaster at the stud panel in the left hand 
keeping the assembly together with thumb and finger. 


ee 


eis. 


Disconnect the heating element. Replace new ele- 11 If the breadholders are loose and fall too eaiil 
ment and following the above directions in reverse itional friction may be obtained by removing 
ble the toaster. holders as in illustration No. 2 and bending the 
plates inward until sufficient friction is obtained. 


g Remove the unit support. 
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Judged by today’s standards, this 1907 model 
Maytag looks mighty crude. But in those days, it 
was tops... because it was better than the 
washboard and tub...and then, as now, the 
dealer who sold a Maytag made a profit. 


The war days of 1917 saw this radical new 
departure in washers ... featuring a cylinder of 
cast aluminum ...a full swinging wringer ... 

the first of the famous Maytag divided wringers. 
Then in 1919 came the first aluminum tub Maytag. 











Here is the 1937 version of the famous Maytag Alumi- 
num Washer, the favorite of millions of owners who 
are doubly thankful today that they own one of these 
models made since 1922. This is the washer that 

gave Maytag world leadership and made washer history. 


And here is the newest of Maytag Aluminum 
Washers, introduced shortly before the cessation 
of washer production. Maytag washers will 
again make history when the war is won and 
Maytag again resumes washer production. 


Down through with Maytag 


...and when the war is won, Maytag will be making washers again! 
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These days the Hoover factory and Hoover men and 
women are entirely devoted to the production of im- 
portant war equipment. They are doing their utmost 


to shorten the war and bring you and all of us closer 


to normal business and normal living. 
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When you unpack your first postwar 
Hoover Cleaner, what will it look like? 


It will look like a Hoover. Exactly how 
much it will be changed from the last pre- 
war Hoover in appearance and perform- 
ance, we cannot say right now. 


It will be soundly designed, for effi- 
ciency and salability. It will have any 
new features that are practical to add at 
the time it is produced. For, even with 
the factory operating 100% on war pro- 
duction, The Hoover Company is doing 
two important things: 


1. Their market research service is regularly 
reporting on what homemakers and dealers 
want in an electric cleaner. 


2. They continuously check new materials, 
ideas and designs developed by the war effort 
both within and without their factory. 


™ HOOVER 


REG. U. S. PAT. OFF: 


SF BEATS - AS OUT 


NOVEMBER, 1943—ELECTRICAL MERCHANDISI 


Shinya) 
Light o Dark 





SWEEPS + AS 


IT BE 


or Wal 


IT BE 


IT BE 








Whether you unpack your first new post- 
war Hoover in 1944 or 1950, you will 
know that in material, design and manu- 
facture it will meet the housewife’s needs 
and wants of that day and will continue to 
be the leader in the field. - 

And you can be sure of this—when 
the time comes, Hoover will be ready with 
your new models, and be ready quickly. 
When Hoover converted to war work, the 
regular production equipment was “set 
aside” in a manner that will allow it togo 
to work again in short order. 

And, you may be interested in knowing, 
Hoover’s traditional preference with the 
public will be consistently maintained by 
steady wartime advertising. 


THe Hoover Company 


North Canton, Ohio Hamilton, Ontario, Canada 
Perivale, Greenford, Middlesex, England 


(3 
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ECAUSE the public is perhaps 

more conscious of the deprivation 
of light than of any other of the neces- 
sary wartime restrictions, there is un- 
doubtedly going to be a definite swing 
toward use of higher intensities of 
illumination in every department of 
living after the war. The electrical 
industry would be decidedly remiss if 
it did not prepare itself to take ad- 
vantage of this eager market, says 
O. R. Doerr, general saiesmanager of 
the Pacific Gas and Electric Company, 
serving northern California. 

General indoor household illumina- 
tion has been frozen at the 1941 level 
and indeed, has gradually deteriorated 
from that standard since the war 
started due to fixture deterioration, 
empty sockets and reduction in wattage 
resulting from Jamp manufacturing re- 
strictions. Moreover the various 
blackout and dimout orders have un- 
doubtedly been met in part by a lesser 
use of light on the part of the house- 
holder. After the war, the light con- 
sciousness started effectively by the 
Better Light-Better Sight program 
will be enhanced by the growing desire 
for a return to normal living, with the 
result that the home market is going to 
be a most promising one. Mr. Doerr 
believes that not more than 25 per cent 
of the market possibilities of the home 
have so far been met. The introduc- 
tion of fluorescent lighting for domes- 
tic use will offer a new approach to the 
entire field. 

Store and window lighting, as soon 
as wartime restrictions are removed, 
will respond to the normal competitive 
stimulus between merchants. There 
will also be competition between office 
buildings looking for tenants when war 
agencies relinquish their present space 
—and light will be one of the best sales 
arguments. Industrial lighting has 
made great advances due to night oper- 
ation and speed-up programs of war 
plants. These gains will be carried 
over into the postwar period. Service 
stations, sports, sign lighting, schools 
and streets and highways will all offer 
Productive fields for cultivation. Mr. 


Doerr sums up the outlook by pointing 
out: 


1. The public is going to desire 
better lighting. 

2. The manufacturers can be counted 
upon to have lighting equipment 
available, probably before other 
appliances are ready for the 
market, 

3. New light sources and technical 
developments have already ren- 

dered much of our old lighting 


obsolete, thus opening up a new 
market. 


Getting Ready for the 


Post-War Lightin 


The Pacific Coast Electrical Associa- 
tion's post-war planning committee lays 
out an 8-point program to capitalize on 
the vast lighting market which will open 
up as soon as the war ends 


By CLOTILDE GRUNSKY 


4. The electrical industry must pro- 
vide educational facilities on a 
scale greater than heretofore, so 
that the public may be prepared to 
utilize the new light sources, con- 
trols and wiring. 


An eight-point plan has been set up 
by the committee on Postwar Planning 
of the Pacific Coast Electrical Associa- 
tion for the guidance of its members, 
which is applicable to other parts of 
the country as well. It involves care- 
ful planning in advance, so that a pro- 
gram will be ready when peace arrives. 
Several months will be required to 
make the necessary surveys and to 
work out the local details of the plan. 
Utilities, manufacturers, wholesalers 
and retailers are advised not to wait 
until the war is over. The committee 
believes that it is important to make 
the program one that is concrete, with 
surveys made and plans ready when 
the day for action shall arrive. Com- 
bine your planning with your effort to 
win the war, they advise. 


1 MAKE A FIELD SURVEY OF 

LIGHTING CONDITIONS. 
Survey customers’ premises to deter- 
mine which establishments are prop- 
erly equipped'to continue “as is” after 
the war, which must be wholly revised, 
or partially revised and, of the latter, 
what changes are necessary to properly 
serve peacetime operations. Make 
rough estimates of the cost of relight- 
ing and rewiring. Post this informa- 
tion on cards or sheets and file for 
ready reference. Use competent men 
for this work—otherwise your effort 
will be wasted. A summary of this 
survey will indicate the potential 
market in your community. Of course, 
this must be an “as, when and if” job 


‘dependent upon available manpower 


and many other factors. 


y] PREPARE A TRAINING PRO- 

GRAM FOR SALESMEN. 
Really good lighting salesmen are 
going to be scarce after the war. Sales- 
men will be available in two classes: 
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(1) a few experienced lighting engi- 
neers, and (2) young college men and 
novices who must be completely 
trained. For the first class, refresher 
courses will suffice. For the inex- 
perienced men, be prepared to train 
them in fundamentals, in lighting ap- 
plication, in general layout and wiring 
and switching arrangement, and in 
figuring the economics of owner cost 
and operation. Make this a specific 
training operation for sufficient length 
of time to train the personnel ade- 
quately. 

It is certain that a more widely 
trained and a higher type of lighting 
engineer will be required postwar to 
select properly and apply the wide 
variety of point and linear type light 
sources which will be available. Furth- 
ermore, with the new exposed and 
larger light sources already available, 
the factors of relative surface bright- 
ness, the relationship of the surround- 
ings and the necessity of more efficient 
light control will require better engi- 
neering in application. 

To help solve manpower problems, it 
is suggested that the industry keep in 
touch with experienced men now on 
leave to the services. 


3 PREPARE A SALES PRO. 

GRAM FOR ACTION. In a 
general way prepare a sales plan just 
as though you were going to put it 
into practice in your own organization 
tomorrow. It must be geared to use 
new types of equipment, properly engi- 


neered to supply higher levels of illum-' 


ination. It must definitely outline your 
scheme of cooperation with other 
agencies, your approach to the ultimate 
purchaser, and your objective. Re- 
member that the competition for your 
share of the customer’s dollar is going 
to be keener than you have known it 
to be. Also remember that obso- 
lescence and the real need of modern- 
ization have been accumulating all 
through the war period. 


4 HOLD MEETINGS WITH ALL 
CLASSES OF THE ELEC- 
TRICAL INDUSTRY INVOLVED. 





zg Boom 


The manufacturer, the wholesaler, the 
retailer, the contractor and the utility 
must-all sit down together to summar- 
ize the situation and coordinate ideas. 
Each branch of the industry must be 
fully cognizant of plans and objectives 
of all other branches. All branches 
and agencies must agree on good sound 
plans and approaches. This will elim- 
inate controversy as to what lighting 
level is best, the number and types of 
fixtures to be sold, and the cost and 
satisfaction which will result. For the 
sake of more certain selling let us all 
tell the same story. 


5 COOPERATE WITH ALL 

CIVIC ORGANIZATIONS TO 
CELEBRATE VICTORY WITH A 
BIG “LIGHT-UP” EVENT. Be 
prepared to take full advantage of any 
local or nationally-laid plans to cele- 
brate the conclusion of the war under 
the title “Light Up Day” or “When 
the Lights Go On Again All Over the 
World,” “Light Up With Victory,” 
etc. Well organized committees are 
already set up locally and nationally to 
“turn on the light” and so far as pos- 
sible, to restore prewar conditions. 
There are many ways to make the plan 
very effective. 


o PLAN ADVERTISING AND 

PUBLICITY CAMPAIGNS. 
Plan publicity and advertising now. 
Determine the media to be used, what 
type of customer education is most 
needed and the term during which 
customer determination and action 
must take place. Do not make it too 
long and be sure and discuss the ob- 
jectives of the publicity and advertis- 
ing plan with the sales organization 
before the copy is written. 


7 PLAN -FOR SUFFICIENT 

STOCKS OF FIXTURES, 
LAMPS AND RELATED ITEMS. 
Anticipate insofar as possible the 
kinds, types and cost of lighting fix- 
tures and lamps which are to be avail- 
able post-war. Make arrangements so 
that stocks of fixtures and lamps to 
meet post-war needs will be on hand 
without too much delay. Do not wait 
for brand new styles and types of fix- 
tures. Present stocks which are likely 
to become obsolete should be moved 
before obsolescence is actually a factor. 


8 BUILD A FINANCIAL RE- 

SERVE FOR POST-WAR 
OPERATION. Large and small elec- 
trical concerns should begin now to set 
up financial reserves to finance 
promptly and adequately the class of 
business they expect to handle postwar. 
The market may be larger than most of 
us realize. 
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One M-4 tank 
uses as many 
G-E lamps 


as a small house! 


It’s true! A General Sherman (M-4) tank uses 27 G-E lamp 


bulbs, about the number in the average home. Five are shown 


here. A full armored division uses 60,000 lamps . . . a year’s 
supply for every home in Hackensack, N. J. The General Elec- 
tric research that developed these and other G-E lamps used 
by the armed forces is your assurance that the G-E lamps you 
handle are made to stay brighter longer. 
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Key to tank lamps: (1) G-E “all-glass” spot and signal lamp (2) Black- 
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Help save coal by turning off 


unnecessary lights 


*‘If everybody remembered to turn off the cellar light, or the bed- 
room lamp, or any other lights not in use, many tons of coal vitally 
needed for war production could be conserved every week.”’ That 
was the gist of a recent message by Dick Stark, announcer on ‘“‘ The 
G-E All-Girl Orchestra’’ radio program. He also said: 


** Nobody is asking you to sit in the dark—you can have all the light 


you need in the places and at the time it’s required... Turn off lamps 
not in use, lamps in unoccupied rooms; keep your G-E lamp bulbs and 
reflectors clean; sit close to the light source when you sew or read; 
and share the light by making one lamp serve two or more people.” 
This advice applies to everyone both in their homes and (with slight 
revision) to every storekeeper and office worker. 









4-COLOR NOVEMBER G-E LAMP 


This ad appears in four colors in Nov. 
Collier’s. Other G-E lamp ads appear 
November issues of these magazines: Nov. 
Look, Nov. 6th and 20th Post, Nov. 8th 
22nd Time and Newsweek, Nov. 5th and 
U. S. News, Nov. 15th Life, Nov. 20th 
and Business Week. Also True Story, 
Business, Better Homes and Gardens, H 
and Popular Mechanics. 


*x * * 


Hear the General Electric radio programs:"? 
G-E All-Girl Orchestra,” Sunday 10 p.m. 
NBC; “The World Today” news every w 
6:45 p.m. EWT, CBS. 


THE BEST INVESTMENT IN THE WORLD IS IN THIS COUNTRY’S FUTURE — BUY WAR BONDS! 
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A group of trainees, enrolled in one of Philadel- 
phia's refrigerator service training classes, takes 
notes during one of the courses. 





By JOHN A. MORRISON 


Managing Director, Electrical Association of Philadelphia 


Philadelphia 
Goes to Town On 











/REFRIGERATION SERVICE 
| COURSE 
| Schedule of Subjects 


. Principles of Refrigeration 


REFRIGERATOR 
| SERVICE [RAINING |. 


Third consecutive course of 13 weeks’ duration now | uid 
under way with 165 enrollees — Electrical Association - Condensers and Liquid Receivers 
sponsors series in cooperation with School District 


. Float Type Liquid Control Valves 
. Expansion Valves 

. Temperature Controls 

. Motors 

. Installation Procedure 

- Sealed Unit Systems 

. Household Refrigerator Cabinets 


HE enthusiastic acceptance 
given the Electric Refrigeration 
Training Course inaugurated 
y The Electrical Association of Phil- 
in with the 


The original course which started 
last February, proved such a success 
that in response to a strong demand, 
The Electrical Association arranged 


three classes in domestic refrigeration 
had an enrollment of 100 men. Start- 
ing on June 10th, the summer course 
concluded about mid-September. 














hool District of Philadelphia and 
hich was given an overwhelming 
eption at its start on February 2, 
43, continues unabated. 


Third Course Started 


The third consecutive course of 13 
started September 
th, with 165 enrollees comprising 


with the school authorities for the set- 
ting up of two summer courses, one an 
advanced course in refrigeration serv- 
ice training, the second a repetition of 
the original course on domestic refrig- 
eration. 

Despite the warm weather, the sum- 
mer course which started on June 10th, 
comprised four classes. The advanced 
class in commercial refrigeration had 
an enrollment of 30 men, while the 


The third or fall course .which 
started September 20th, had a total of 
165 enrollees, forming five classes, an 
advanced class with 36 men enrolled 
and four classes in domestic refrigera- 
tion with a total enrollment of 129. 


Five Instructors 


Five skilled instructors conduct these 
classes. Each class attends two ses- 
sions each week, on Monday and Wed- 
nesday evenings, or on Tuesday and 
Thursday evenings. Each session is 
from 7 P. M. to 10 P. M. and includes 
a one hour lecture on theory, etc., and 
two hours devoted to practical shop 
work on actual equipment. 

Following the procedure of the orig- 
inal course, all classes are limited to a 
total of about 35 men in order that all 
men may have ample opportunity not 
only to work on equipment, but to be 
given the necessary amount of personal 
supervision and instruction. 

The course is free and each man en- 
rolled received without charge an up 
to the minute and readily understood 
textbook covering each of the subjects 
included in the course. 

The program of the Refrigeration 
Service Training Course was worked 
out by a technical committee repre- 


made available to the School District 
sufficient equipment so that each 
trainee can receive the benefit of an 
adequate amount of practical shop 
work. The committee also has sup- 
plied the instructors for the activity. 

The School District through the 
Murrell Dobbins Vocational School, 
has provided adequate space in which 
to conduct the course. This space in- 
cludes classrooms for the lecture 
periods and shop space for practical 
work. The instructors are paid by the 
School District. 


Students Already Working 


A large proportion of the men who 
have enrolled in these courses are al- 
ready engaged in varying degrees in 
refrigeration service work. Many of 
them working for service shops are 
ambitious to increase their knowledge 
and skill, while a strong percentage are 
maintenance men representing indus- 
trial plants which include refrigeration 
or air conditioning installations in 
their equipment. In the latter case, 
the knowledge gained in the earlier 
classes by such men enabled them dur- 
ing the recent warm season to take 


& senting the Refrigeration Service 
Managers Division of The Electrical 
Association. In addition to this, the 
member companies of this division 


care of many of the lesser service 
problems, thereby materially lighten- 
ing the demand upon already over- 
burdened refrigeration service shops. 


grams: 
O p.m. BW 
ery wee 


An instructor demonstrates the workings of a refrigeration system to a group of students 
at Philadelphia Electrical Association's course in refrigerator service training. 
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Majestic Controlled Distributia 
Plan protects dealers’ profits! 


® How often have you made radio sales without enough margin to cover 


your normal expenses? 


® WHY was if necessary to pay a price for making a sale that should have 


paid you a fair profit? 


Trace back the cause of profitless sales and you will inevitably reach the conclusion 
that they flourish in the soil of uncontrolled distribution and are nourished by manu- 


facturer's errors in sizing up what, and how much, the public wants. 


The manufacturer who errs in establishing his designs, prices and quotas, invites 
sales at the price of his dealers’ profits through the operation of a vicious circle. 
Accumulated excessive inventories resulting from mistaken judgment impose over- 


optimistic quotas on the manufacturer's distributors. Striving to achieve these quotas, 


MIGHTY MONARCH OF THE 


In Wartime As In Peacetime 


MAJESTIC RADIO @ 


2600 WEST 50TH STREET, CHICAGO 
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the distributors may open questionable dealerships and thus create destructive 
inter-dealer competition on trade-in allowances, under-cover margin-slicing, and 


other all-too-familiar cut-price evils. 


The Majestic Controlled Distribution Plan starts with control at, and by, the factory. 
The executive who decides designs and prices by actual contact in the field is also 
responsible for deciding production schedules and quotas, likewise by intimate 


knowledge gained in the field, and by cooperative agreement with distributors. 


Dealers are not required to sell only Majestic, but they are scientifically selected 
and approved to prevent destructive inter-dealer competition and to create an 


orderly marketing system with fair profits to distributors and ‘dealers. 


The Majestic Controlled Distribution Plan means that Majestic sales will not be pur- 


chased at the price of dealers’ profits! . 


"100 


PRIZES IN WAR BONDS 
FOR MOST HELPFUL ANSWERS 
TO THESE THREE QUESTIONS 


President 








Ist Prize, $500 maturity value; 2nd Prize, $250 maturity value; 3rd to 13th, $25 maturity values. 
Every one is eligible. Contest ends December 31, 1943. 


To stimulate YOUR post-war thinking, and to check OUR post-war plans, Majestic offers prizes 
for the most helpful answers to these questions: 


(1) What types of radios will be in large demand in YOUR locality immediately follow- 
ing victory? 


(2) In what new features or new merchandising policies are you most interested at present? 
(3) What kind of advertising support do you believe will be most helpful to you? 


Competent judges will read your answers. It’s facts and ideas, not rhetoric, that will count. If any 
two prize winning letters are considered by the judges to have equal merit, duplicate awards 
will be made. Write your answers to these three questions—mail them to me personally, today! 


E. A. TRACEY, President 


TELEVISION CORPORATION 


€\% BUILDERS OF THE WALKIE-TALKIE, “RADIO OF THE FIRING LINE” 
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customer contacts .. . we didn’t want 
to lose our identity . . . the swap plan 
is the best opportunity of going direct 
to our old customers . . . with electric 
appliances.” 

All these checks revealed that lack 
of manpower was the missing ingredi- 
ent that kept the campaign from being 
a much bigger success. 

At the dealer dinner the Duquesne 
Light Company revealed that it be- 
lieved it had at last found the missing 
ingredient. 

“We took a leaf out of our experi- 
ence with the roaster campaigns,” ex- 
plained T. O. McQuiston. “An all 
around campaign is like a three legged 
stool. Take away any one leg and the 
stool falls over. We found that in addi- 
tion to the dealers and the Duquesne 
Light Co. it was necessary to enlist a 
newspaper. One newspaper—not all of 
them. If you let all of them in they 
will treat it as news, give it one burst, 
and let it drop. To get the steady plug- 
ging you must have, the set-up must 


Fhe “SWAP” Idea 


CONTINUED FROM PAGE 19, 









readers of the future. It will note 
the club in any commercial activity jg 
boosts for things that have a gy 
good. In the recent scrap metal pic 
up the kids prowled up every alley; 
town and whipped themselves up iy 
such a frenzy of enthusiasm that op 
even swiped the door off his father, 
furnace. Seck Hawkins club member 
have a lot of entertainment, parady 
and free movies and Ritenbaugh 
guides them skilfully in having fy 
while supplying needed manpower.” 

To listening dealers, George 4 
Gardner, manager of residential 
explained that the forthcoming q 
paign had every element for succes: 
patriotic appeal which would cayy 
housewives to part with old appliances 
newspaper support from the Pres 
and manpower supplied by 
thousand kid “rangers” working ha 
at the job. Books of premiums a 
prizes supplied by the Duquesne Ligh 
Co. will keep them activated. 

It all looked as if something was ge 
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be one newspaper’s exclusive project. 

“Here in Pittsburgh the Press has 
a Seck Hawkins Club, managed by Ed 
Ritenbaugh, a gifted advertising repre- 
sentative who discovered he had a way 
with children. The Press boosts the 
club because it feels it is dealing with 


ting under way in Pittsburgh th 
would sweep the country; and 
Duquesne had trotted out every facts 
that made the plan tick, Frank Mori 
son had a hatful of pledges from ded 
ers to co-operate when the meetin 
ended. 








18 Months Have Gone By Without The 
Manufacture of Electric Appliances 
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you CAN EARN A $2500 war BOND, TOO! 


Simply send us a practical, workable idea you have tried and found successful in 
your electric appliance business. Jot it down today—the back of a penny post 
card will do—and send it to TEL-ANOTHERS, Proctor Electric Company, 3d Street 
& Hunting Park Avenue, Philadelphia 40, Pennsylvania. If we publish it in our 
advertising, a $25 War Bonp will be mailed to you promptly. 


PROCTOR’S WARTIME PROGRAM 


Help for Today... “TEL-ANO : z —— -~~ Rar = 4 + sae 
geoumne cammeames eee OO eee 
idle, repairable appliances from hiding. Plans for Tomorrow... 


ZED SERVICE STATIONS—Service with- CONSUMER RESEARCH — Thousands of question- 
out headaches from 81 stations coast to coast. naires indicate postwar appliances wanted. 


NATIONAL ADVERTISING — Continuous contact PRODUCT —Engineers translate con- 
with customers through monthly national ads. sumer preferences into appliances of the future. 


LOAN IRONS FOR EMERGENCIES—Loan irons POSTWAR PLANNING—Spccial committee read- 
tide over customers faced by major repairs. ies products, merchandising for “‘go”’ signal. 


PROCTOR PRODUCTS AND POLICIES HAVE BEEN WAR-TESTED AND NOT FOUND WANTING 


ee - 
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PROCTOR ELECTRIC CO. = Division, Proctor & Schwartz, Ine, i 
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Recent studies made by the government show a definite 
relationship between absenteeism of workers in war plants and 
the lack of availability of major time-saving appliances. 


The Duquesne Light Co. is putting forth a number of efforts 
to remedy the situation, aside from the "swap" campaign out- 
lined in this story. It has brought out a parts directory and 
supplied a copy to every repair shop in the Pittsburgh area. 
It has developed a library of technical information on parts 
open to any dealer. It has made available its services in aiding 
dealers in planning shop layouts, even to the blueprint stage. 
| It has arranged with Pittsburgh schools for training of repair 
| 








men and women, with fourteen classes, and has 500 enroll- 
ments this fall. 





In the consumer field, Duquesne Light has stepped in with 
advertising as manufacturers disappeared from the picture and 
sponsored publicity on service, use and care of appliances. 


Finally after eliminating the “bugs” in its trial "swap" cam- — 
paign, Duquesne Light Co. has syndicated its promotion mate- 
rial. This will undoubtedly be blossoming all over the country 
in the near future. 
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Hold a PEACE CONFERENCE Today! 


Now’s the time to make post-war plans—and make sure 


they match up with your customers’ plans for after- Victory! 


* 
Remind your customers of 
this dangerous situation 


reported in NEWSWEEK 
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ANY A DEALER was caught unprepared 

when war came—don’t let the coming of 

peace and the return of new merchandise catch 
you without your plans made. 


Now’s the time to hold your personal “peace con- 
ference’. The bulk of your business is still Service 
—but in the meantime you can be organizing your 
post-war switchback to sales and organizing it 
on a basis of facts rather than guesses. Many 
alert dealers have already begun a check-up of the 
electrical appliances their present Service cus- 
tomers need and expect to buy first after Victory. 
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ELECTRIC VACUUM CLEANER COMPANY, INC. 


CLEVELAND, OHIO 





GUARANTEED 
A | Certfriep SERVICE 
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Broadcasters 











N the printing business most paper 
makers, press builders and ink 
producers are thicker than three- 
a-bed* with the publishers. 
But radio manufacturers go on year 
er year having little or nothing to 
with broadcasting stations. 
nall the bag punching that is going 
about the market after the war for 
y radios, it seemed a bright thought 
listen to what the broadcasting sta- 
shad to say. For after all, radios 
to them what paper and ink are to 
blishers. Whether the juice the 
badcasters squirt out in the air 
minds all right depends on the sets 
the receiving end. 
‘| know it is a common belief that 
badcasters are trying to throw cold 
ter on FM,” [Frequency Modu- 
pr] declares Jack Ryan of the Chi- 
0 office of the National Broadcast- 
Co. “The argument given is that 
y have huge sums of money tied up 
AM [Amplitude modulation present 
tem] equipment. But remember 
t most of this investment has been 
itten off through depreciation. 
Furthermore, ‘the broadcasters I 
bw have no desire to stand in the 
yof progress. Within their memory 
three bumps taken by people who 
‘t want change. You will remem- 
shortly after the last war when 
Wireless firms wanted to amalga- 
¢ with the cable outfits. The cable 
Hi said no. Today wireless is so 
tal a method of communicating 
foreign countries that cable firms 
nearly on the ropes. I can call to 
d when RCA suggested to the 
tor Talking Machine Co. that an 
tronic record player be brought 
Victor said no, and it wasn’t long 
ore RCA owned Victor lock, stock 
barrel. You can recall how it was 
» Proposed to Victor that discs be 
orded electrically, and they replied 
hollering through a megaphone 
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Broadcasting stations are not op- 
posed to FM for investment rea- 
sons, but because thousands of 
their listeners own old sets. A 
quick changeover would cost them 
a lot of their audience. There- 
fore they want FM to come in 
slowly. 


Look at Post-War Radios 


Why they want the industry to go slowly 
on FM; and why they would like to see more 
and better, higher priced table models. 


was good enough for them. 

“No, the broadcasters, with station 
costs already nearly written off, would 
hop to FM in a minute if it were not 
for one thing: listeners. Listeners to 
a station are what subscribers are to a 
paper. We don’t want to do anything 
that will lose any. These people have 
an investment in radios, old as they 
may be, and will not make any jump 
all at once. 

“For example, there are about 1,000 
FM sets in Chicago, against about 
1,000,000 AM. It is my feeling that 
broadcasters will begin operating on 
a dual basis, piping programs over 
both FM and AM. Gradually the 
number of FM sets will pile up, and 
when we have enough, we'll drop AM. 

“But that’s farther off than you may 
imagine, because radios have a longer 
life than their makers suppose. It may 
be ten years coming. 

“So, one thing broadcasters would 
like to see in radio manufacture is only 
a gradual production of FM radio.” 

Mr. Ryan is of the opinion that much 
of the high fidelity in FM is wasted, 
and will not be appreciated by the pub- 
lic. Fully 25 per cent of radio pro- 
grams today are dialogue and the 
spoken voice comes over AM as well 
as FM. The tricky nuances such as 
the oboe and other instruments are not 
common, and high fidelity is not par- 





ticularly noticed by the ordinary pub- 
lic. When Bill Grunow brought out 
the Majestic years ago with its boom 
boom bass, he hit on something the 
public understood and liked. Further 
developments have made fine sales talk, 
but have not really been thrilling to 
most people. 

However, he thinks that FM broad- 
casting will come, not only because its 
quality pleases the highly discriminat- 
ing, but because it is more dependable, 
and because cost of stations is less. 

Other features that broadcasters 
would like to see in tomorrow’s radios 
are better table models. Up to now 
most table sets have been built to sell 
cheaply. As a result they have not had 
the stuff in many instances. 

Because four-fifths of the family 
listening is today done to small radios, 
an improvement in quality would hike 
the dependability in reception of most 
programs listened to. More than one 
radio is commonplace in the family to- 
day. A small set is listened to for 
breakfast news, and as the housewife 
cleans up or does her kitchen work she 
hears her soap operas over still an- 
other small set. There is an old table 
model in the laundry, and if the family 
goes to the beach, it probably totes 
along a miniature battery set. 

Appreciation of this is shown in the 
recent General Electric questionnaire 


to stockholders, asking for suggestions 
of future radio, and evidencing appre- 
ciation that radio must follow the lis- 
tener about his business. 

“What a broadcasting station has to 
sell is so much of a customer’s time,” 
said an executive. “The moment the 
customer passes out of earshot of a 
radio, he ceases to be an asset who can 
be sold. Multiplicity of outlets will be 
welcomed by the broadcasters.” 

Jack Ryan declared that the amount 
of listening to radios in daytime goes 
on in about the same degree as before 
the war. He cites this table: 


Sets in Use—Daytime 
October, 1943..... 14.8% average 
October, 1942..... 13.6% average 
October, 1941..... 14.5% average 
October, 1940..... 16.4% average 


Just as radio is a competitor to the 
newspaper and popular magazine, so 
record players are competition to the 
radio station. Naturally broadcasting 
stations do not like to see the spread 
of any form of record playing which 
cuts the listener loose from their wave 
bands. 

Nevertheless, if record players grow 
in popularity to a point where they are 
competition, there is a likelihood of 
stations altering programs to a point 
at which dialog will be at a minimum, 
and the listener given a much broader 
selection of music in an attempt to woo 
him back. 

Being a vested interest, the broad- 
cast station today is: following every 
angle carefully, and missing no bets. 
From a broad business angle, its guess 
is as good as anyone’s. 
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By making it available to your customers 
you will be helping to make Food Fight for Freedom 


This popular, fast-growing publication started out less 
than two years. ago as a few mimeographed sheets of 
menus, recipes and food hints for war-working families. 
Circulation was only a few hundred. 

Today, it’s a meaty, 68-page Meal Planning Guide 
that is eagerly followed every month by almost a half 
million grateful homemakers. 

Two months ago, to extend its benefits still further, it 
was offered to retailers generally as a resale or give-away 
item. Hundreds of merchants promptly took it on. For 
they saw in this book an opportunity to tie in actively 


WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 


and patriotically with Uncle Sam’s ‘Food Fights for 
Freedom” program. At the same time, they recognized 
that by distributing this Meal Planning Guide widely, 
they would be placing a powerful goodwill reminder in 
the kitchens of their best postwar prospects. 

You, too, will be doing your patrons a real favor by 
putting this book in their hands. 

Your Westinghouse appliance distributor will gladly 
send you a sample copy of the December issue (repro- 
duced at the left) and fill quantity orders at 61% cents 
a copy. 


MANSFIELD, OHIO 


Letters like these add up to a lot of goodwill for the retailers who are distributing this book 


“Your Meal Planning Guide has been a life saver 
for me. I feel like I just can’t get along without 
the Guide. I thank you for your help. I have been 
able to feed my family better meals for less 


money.” 
Mrs. D. J. Rogers, 
Box 924, 
Punta Gorda, Florida 


“I think this monthly Meal Planning Guide is the 
finest thing I have ever seen along this line.” 


Mrs. A. B. Boulden, 


Box 315, 
Salisbury, Md. 


“I have followed the menus and recipes and to 
date have saved quite a bit of money as well as 
having better meals than formerly. My children 
are also learning to like a larger variety of foods 
than formerly.” 
Mrs. Harold H. Kerr, 
Edgerton, Wis. 


“Never have I had a book which not only helped 
me so much in planning my meals, but cut down 
my food budget considerably.” 


Mrs. S. H. P., 
Saginaw, Michigan 
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“I have studied this book from cover to cover and 
it is the biggest help to me of any I have found. 
Your suggestions in there for meal planning and 
what to do to get them cooked are such a help to 
a working wife.” 

Mrs. D. T. B., 

Indianapolis, Indiana 


“I have enjoyed the menus very much and the 
recipes I have tried turned out perfect. I do 
believe they are foolproof and are so very casy 
to follow.” 

Mra. L. A. B., 

Shaker Heights, Ohio 
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_but you had a hand 
in making them! 














They're part of Delco Products’ war assignment — these high-speed, 
lightweight motors that do a lot of important jobs on America’s 
fighting planes and bombers. And they have to be good. Every 
moving part in them is built to tolerances that make a speck of 
dust look like a boulder—a pin-scratch like Grand Canyon! 


Your share in building these motors is very real. It was for you 
that the plants turning them out were built, to supply Delco motors 
for refrigerators, washers, ironers, oil burners, air conditioners and 
other appliances. It was to serve you better that new precision 
methods and techniques, now applied to military aircraft require- 
ments, were developed in the days of peace. And it was because 
of your acceptance of Delco motors, and your active selling of 
the appliances they drove, that facilities and mass-production 
knowledge were “up to the job” of building these fine precision 
motors in large quantities and on time. 


So thanks for the experience you have given us, and thanks for 
the splendid job you are doing in servicing Delco motors under 
difficult conditions. When the war is won, we'll once again turn 
our full attention to serving you well. 


BUY MORE BONDS... 


Bring Victory Closer . . . Save American Lives 


DELCO MOTORS 


DELCO PRODUCTS oivision or GENERAL MOTORS 








New High Levels of 


Appliance Performance 


After the War Devices will Have Smoothness 


Precision Machinery Promises 


of Operation Undreamed of in Past Era. 


O down to the Rosenwald, In- 
G dustrial Museum in Chicago, 

and they have on display some 
of the old machinery of the past which 
can be turned over by means of an 
electric motor. 

You are amazed at how these old 
history-making bits of machinery clank 
and wheeze as they revolve. 

What they lack is the precision 
building that is characteristic of to- 
day’s mechanism. Accuracy, un- 
dreamed of a quarter century ago, goes 
into the production of nearly every de- 
vice on the market which is a bit com- 
plicated. 


The Gas Problem 


And refrigeration engineers in our 
appliance industries are the ones who 
are entitled to step up and take a bow 
for standards which have been errone- 
ously accredited to the motor industry. 
It came about this way! With the de- 
velopment of the domestic electric re- 
frigerator, engineers found they were 
dealing with one of the most evasive of 
all substances—gas. Gas sought out 
and penetrated seams that would have 
been considered satisfactory for any 
other type of construction. Until the 
hermetically-sealed unit came along, it 
was always necessary at some point to 
have the shaft of the motor inserted 
into the pump to supply energy. This 
means a place of possible leakage. The 
early method of keeping gas from seep- 
ing out was to place packing about the 
shaft. This set up friction which ac- 
counts for the fact that often as high 
as 4 hp. motors were used to turn the 
early domestic refrigerators. Early 
type models that were not kept run- 
ning would often lose all their gas into 
the air. 

In order to deal with this stuff ex- 
traordinary standards of precision were 
set up. Measurements were taken elec- 
trically in air conditioned rooms where 
the slightest variation in temperature 
would throw them off. 

The automobile industry, which does 
deserve credit for modern methods of 
manufacture generally employed in the 
appliance field, was quick to see and 
appreciate the possibilities of these 
new standards of precision. 


Aids To Precision 


Today the manufacture of any fine 
machinery control is as exact as the 
manufacture of a fine watch. Many 
new aids have come to the engineer. 
There is the spectroscope, for example. 
It is so sensitive it can spot a particle 
of metal as small as 7 parts in a hun- 
dred thousand. 





A quarter-million volt X-ray will 
peer through 4 inches of solid sted, 
The metallurgical microscope gives in- 
formation never before possible on 
how metal is processed. Flaws can be 
searched out 1/10,000th of an inch in 
depth. Even black light is utilized in 
detecting hidden structural weaknesses, 


Whitney's Contribution 


Not many people realize that pre- 
cision manufacture started back in the 
time of the Napoleonic wars. At that 
period rifles were made by hammering 
out and fitting each part together. 
When in 1812 the British government 
had more than 200,000 muskets await- 
ing repair, the job of putting these 
guns in condition was a bottleneck of 
the times. 

Eli Whitney, the gentleman who in- 
vented’ the cotton gin, established a 
gun factory in 1789, and had the idea 
of producing interchangeable parts on 
a production basis. This meant that 
each part had to be precisely made, 
and workmen had to forget the idea of 
measuring “by the thickness of a worn 
shilling.” He got a contract from the 
U. S. Army for 15,000 muskets and 
spent two years designing and building 
all his own machinery and gauges. 
Whitney made it possible for two 
different shops to manufacture parts 
for the same rifle, and permitted re- 
pairs of guns to be made almost on 
the battlefield. 

It took years for this precision to 
be adopted widely in industry, although 
laboratory and precision stuff used the 
Whitney methods almost from the 
Start. 


Today's Gauges 


Today’s gauges not only have accu- 
racy but permit checking of the parts 
with speed. Furthermore, because 
gauges suffer from wear, they must 
be constantly checked to be kept accu- 
rate. In one department alone of 
the Frigidaire Division of the Gen- 
eral Motors Corporation there are 
7,500 gauges in full time use. More 
than 250 men are employed in making, 
rebuilding, repairing and inspecting 
working gauges at Frigidaire. 

The war has given precision ma- 
chinery to virtually every appliance 
manufacturer. This usage will be re- 
flected in the appliances that come on 
the market when hostilities cease. New 
standards of quiet operation, new 
smoothness and freedom from service 


troubles are expected. As one mami - 


facturer put it, “You can expect a8 
much difference in the future as there 
is between a dollar watch and a $150 
engineer's timepiece.” 
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Waa I am going to say to you is the result of much 
correspondence and many visits made by myself and 
my associates among wholesalers and retailers of 
household appliances throughout the country. 


Many dealers have not been frankly and completely 
informed in regard to the post-war policies and plans 
of some of the manufacturers whose products they 
sell, and as a consequence have become justifiably 
concerned about their future in the distribution 
picture. 


In order to be sure there won’t be any misunder- 
standing regarding the Norge position in these 
matters, here are important facts about Norge which 
you will want to keep in mind: 


DISTRIBUTION. For the past sixteen years, our 
continuous general policy has been to sell our prod- 
ucts through independent distributors and dealers 
without competition from the Norge factory. Our 
dealer organization is an invaluable asset. Our man- 
agement has always felt that this is the best plan of 
merchandising our products. 


You will not be used as a “guinea pig” in launching 
an untried and unproved line of products. You know 
our reputation for quality and fair dealing. We intend 
to guard these priceless assets in the period after the 
war. 


A tremendous backlog of sales is waiting for Norge 
dealers in the post-war market. You will have a com- 
plete line of related major appliances to sell under 
one brand name—all of them tried, all of them 
proved. When manufacturing is resumed, your 
orders will be filled as rapidly as possible. 


NATIONAL MAGAZINE ADVERTISING. You 
will have a gilt-edged prospect list in the tens of 
thousands of war bond owners who responded to 
our national magazine advertisements. They will be 
Norge-conscious, as will hundreds of thousands of 
others who are reading our current series in which 
we are saluting the women of America for their 
contribution to the war effort. 


NEWSPAPER ADVERTISING. It always has been 
Norge policy to reinforce its national magazine 
advertising with powerful newspaper advertisements 









in dealer communities. In September, October and 
November we are releasing a wholly-factory-paid 
campaign repeating the theme of the magazine 
advertising in 186 newspapers, providing national 
coverage. (We are ready to substitute product-selling 
ads for the above if the turn of events warrants.) 


MERCHANDISING HELP. You will receive the 
benefits of the collective opinion of the hundreds of 
dealers unselfishly serving on the Norge Jury of 
Marketing Opinion. This important body has already 
made a valuable contribution to the efforts being 
made to expedite the resumption of washer produc- 
tion. Norge post-war sales helps are now being 
planned and will be real sales boosters. 


PERSONNEL. You will have as thoughtful and help- 
ful Norge personnel to deal with as formerly. Your 
interests will have their immediate consideration. 


POST-WAR PLANNING. Norge’ plans are being 
formulated by men who have spent their lives build- 
ing and selling major appliances in volume. They 
have learned much during the war, and Norge post- 
war products will be the better for it. 


Norge does not brag or boast; Norge does not 
promise that which it cannot deliver. I cannot tell 
you all that you would like to know about our post- 
war activities and products, because I do not yet 
know all the answers myself. But this I do know, and 
this I can say: There will be no delay on our part in 
building and supplying you with Norge products, 
once we are permitted to do so. They will be newly 
made products, of standard Norge quality—not 
hastily constructed “victory” models to “tide you 
over.” On this you have my word. 


It’s on the above platform that I ask your continued 
patience and support. 


Yours for Victory, 


ful piarra— 


Vice-President in Charge of Sales 


NORGE DIVISION, BORG-WARNER CORPO. 
RATION, 670 E. Woodbridge St., Detroit 26, Mich. 
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Turnbull Elected 
Hotpoint President 


Ray W. Turnbull, executive vice- 
president of the Edison General Elec- 
tric Appliance Co., Inc., makers of 
Hotpoint electric appliances, was 
elected president of the company on 
October 28, 1943, according to an an- 
nouncement by George A. Hughes, 
chairman of the board. Mr. Turn- 
bull’s election to the presidency cli- 
maxes 33 years of service to the Hot- 
point organization. 

A. D. Byler, who retires’ as presi- 
dent because of ill health, will remain 
with the company as a consultant to 
the president, and also as a member 
of the board of directors. 

Starting with the original Hotpoint 
company in 1910—shortly after the 
company was founded—Mr,. Turnbull 
is one of its oldest employees. He 
came up the hard way, starting as a 
helper in the foundry. He worked his 
way through the factory assembly 
lines, then to order service, next adver- 
tising, and eventually became sales 
manager. He was elected vice-presi- 
dent in 1931, and progressed to exec- 
utive vice-president in 1940. 


Copper Available 
For Washer Parts 


WPB has liberalized restrictions on 
the use of copper for parts of domestic 
washing machines as part of its pro- 
gram to make more readily available 
repair parts for household appliances. 

Order L-6 has been amended to 
allow the use of copper and copper 
base alloy for specified parts, named 
in List A of the amended order. Pur- 
chasers of copper repair parts must 
turn in similar used parts or an equal 
amount of copper or copper base alloy. 
Parts inventories may equal sales 
_ during the first six months of 
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Gas Association Seeks 
Data on Gas Appliances 


Mailing of a 50-page questionnaire 
to some 5,000 gas utility operators is a 
step being taken by the American Gas 
Association to seek knowledge on pos- 
sible improvements to gas appliances, 
and what brand new ones can be 
created. 

Chairman of the post-war planning 
committee of the association of Gas 
Appliance & Equipment Manufactur- 
ers is Frank H. Adams of Toledo, 
Ohio. 

The Servel idea of a complete gas 
air conditioned unit with humidified 
warmth for winter and dehumidified 
coolness for summer plus filtered 
ventilation is being plugged ; 27 utilities 
have had actual experience with it. 
A dozen manufacturers are said to 
be experimenting with gas air condi- 
tioning units of their own design, in- 
corporating some modifications of the 
motionless heat-absorption mechanism 
developed by Servel. 

Competition to the electric infra-red 
lamps is expected from the radiant 
ceramic gas burner. 

Other plans in the offing are ex- 
pected to make control on gas devices 
as simple and automatic as _ those 
used on electrical appliances. 


Ohio Law Prohibits 


“Wholesale Selling’ Racket 


Both wholesale and retail dealers of 
the Electrical League of Cleveland are 
applauding the act passed by the Ohio 
Legislature which is expected to do 
away with an important phase of that 
quaint old American custom called 
“getting it at wholesale.” 


Simpson Law 


Known as the Simpson act, this law 
now prohibits persons, firms or corpo- 
rations engaged in enterprise in the 
state of Ohio from selling or procuring 
for sale to their employees, merchan- 
dise or commodities not manufactured 
by them and not normally handled in 
the course of their business. 

The law is designed to prevent em- 
ployers from purchasing at wholesale 
a variety of items such as tires, radios, 
refrigerators, jewelry, drugs, or furni- 
ture, and selling these commodities to 
their employees at wholesale, thus 
avoiding the usual retailing channels. 


Text of Law 


The law reads as follows: 








CHRISTMAS GIFTS—Packages for Westinghouse men in the armed forces are examined 
by four members of the committee which received more than $3,500 in contributions 
from employes at the Mansfield plant. From left to right are Chester Fry, Frank 
Richards, Edward Bilsing and Miss Ella Sabo. The campaign was sponsored by the 
Westinghouse Employes’ Activity Association and the War Production Council. 





To supplement section 12944 of the 
General Code by the enactment of 
supplemental sections 12944-1 and 
12944-2, relative to prohibiting the 
sale by persons or firms to their em- 
ployees of products not of their own 
production nor handled in their regu- 
lar course of trade, and to provide 
a penalty for violation thereof. 


Be it enacted by the General As-° 
sembly of the State of Ohio: 


Section |. That supplemental sec- 
tions 12944-1 and 12944-2 of the 
General Code be enacted to read 
as follows: 


Sec. 12944-1. No person, firm or 
corporation engaged in any enter- 
prise in this state shall sell or procure 
for sale to his or its employee or 
employees any article, product or 
merchandise not of his or its own 
production or not handled in his or 
its regular course of trade, excepting 
meals, confections, tobacco products, 
and excepting such specialized appli- 
ances, or supplies and equipment as 
may be required in said enterprise 
for the employees’ safety and health, 
or in the performance of his or their 
duties or work. Provided also that 
nothing herein contained shall pro- 
hibit or prevent a person, firm, or 
corporation engaged in industry or 
mining from owning and operating a 
bona fide retail store or stores, gaso- 
line and service stations, conducted 
in whole or in part for the conven- 
ience or benefit of his or its em- 
ployees. Nothing in this section shall 
prohibit the sale by any person, firm 
or corporation of any article which 
such person, firm or corporation shall 
have purchased or acquired in con- 
nection with the operation of his or 
its business. 


Sec. 12944-2. Any person, firm or 
corporation violating the provisions 
of section 12944-1 of the General 
Code shall be deemed guilty of a 
misdemeanor and upon conviction 
thereof shall be punished for the first 
offense by a fine of not more than 
one hundred dollars and for a second 
or subsequent offense by a fine of 
not more than three hundred dollars. 
Each act prohibited by the preceding 
section shall constitute a separate 
violation and offense hereunder, 
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There is a connection between a “snake” made 
out of rubber, today’s planes that are wrecking 
the Axis, and your business and ours tomorrow. 


A rubber “snake” made by the Johnson Rubber 
Company makes the variable pitch propeller possible It's 
a little part you can’t see . . . just one of the small parts 
that must operate perfectly to make Uncle Sam's war 
machinery unbeatable. 


This particular part is molded to a tolerance of one thou- 
sandth of an inch... it is a precision part in rubber... 
and it must remain lively and resilient under extremes of 
temperature and high pressures . . . this is made possible 
by specifications rubber produced by Johnson formulas. 


Thousands of such small parts make the efficient, unbeat- 
able operation of America’s war machines possible . . 
all Johnson Rubber production today is for Uncle Sam. 


There will come a day, though, when we all have to think 
about transferring the boys’. names from the honor roll 
to the pay roll, and getting back Yo our regular job of 
supplying a peacetime market. To-meet that great day 
with a minimum of time waste is important to the boys 
coming back . . . and important to you. 


Lay your plans now. Let us help you. Johnson engineers 
and designers can help you solve problems in your post 
war products .. . and come up with the _ answers in 
the right kind of rubber in the specific parf yoa need . . 
and this precision in rubber perfected in wartime will 
serve you well in peacetime. 


We will be ready to supply you when the time comes + * + but 
the time to think about it and plan ahead is now ._ . not then. 


ae : ‘ 


OHNSON RUBBER COMPANY 
Middlefield, Ohio 
MOLDED & EXTRUDED RUBBER PARTS FOR INDUSTRY'S VITAL ASSEMBLIES 


Indispensable in War— Essential in Peace 


The 
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machine gun units in action. 


UNIVERSAL BOND RALLY—One of the most stirring war bond rallies held during 
“Back the Attack" campaign was staged at Landers, Frary & Clark when 3000 Univend 
| employees gathered to observe a demonstration of army searchlight, anti-aircraft a 
Following this spectacular show individual bond 1 
| were held in various departments throughout all Universal plants. W. J. Cashman, 
appointed director of promotion and publicity for the company was master of ¢ 


monies. Over $120,000 in war bonds were purchased by employees. 








Canada to Get Appliances 


Soon, Official Tells 


Suggestion that within the next few 
months some production of household 
appliances will get under way in Can- 
ada, was made by A. L. Brown of 
Wartime Prices and Trade Board, in 
Toronto, recently. He announced that 
in high places in Canada “every con- 
sideration is being given to the re- 
sumption of certain civilian production 
at the earliest possible moment,” that 
material and labor conditions warrant. 

Administrator Brown of electrical 
equipment and supplies, Wartime 
Prices and Trade Board, was speaking 
to a conference of the Electrical Ap- 
pliance Dealers’ Association, a section 
of the Retail Merchants’ Association 
of Canada. 


Would Remove Tax 


He declared that “now is the time 
to remove the 25 per cent excise tax 
placed on Dec. 1, 1940, on radios, wash- 
ing machines, and similar appliances.” 

He emphasized that probable forth- 
coming resumption of production on 
household appliances would not apply 
in the near future to radios, as the 
“astronomical demand for radio tubes” 
by all three armed services of the 
United Nations was taxing the tube 
production capacity of the United 
Kingdom, United States and Canada. 

Bottleneck in resumption of appli- 
ances in many instances is not raw ma- 
terials but manpower. As an example 
he mentioned dry battery cells where 
production is curbed ‘by not only lack 
of men, but of girls to perform oper- 
ations, 


Seek Scarce Materials 


To the same organization, Edgar G. 
Burton, retail trade administrator of 
the Board. said that Donald Gordon, 
chairman of the Board, is exploring 
not only with members of his own 
Board but with controllers of the 
Department of Munitions, every pos- 
sible avenue to obtain some quantities 
of critical materials for resumption of 
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Dealers 


civilian production and that he already 
“has secured some that we have no 
seen for a long time.” 

“It is the definite policy of the War- 
time Board to remove restrictions on 
civilian production as soon as materia 
and labor conditions warrant and all 
restrictions now are being examined 
not only by members of the Board but 
by members of the Industries Control 
Board, Department of Munitions and 
Supply,” said Mr. Burton. He also sug- 
gested that production of consumer 
goods would be of assistance in reliev- 
ing pressure on the price ceilings.” 


Petrillo Signs: 
Record Ban Ends 


The 13-months stalemate between 
James C. Petrillo, president of th 
American Federation of Musicians 
and one of the country’s major trat- 
scription companies ended September 
20th when a joint statement by the 
union and Jack Kapp, president 
Decca recordings, and chairman of the 
board of the World Broadcasting 
System, recently acquired by Decca 
said they had arrived at a complete 
understanding. 

The peace is not 100 percent, how- 
ever, as six other transcription com 
panies refused to sign inasmuch # 
payments are made to the union it 
stead of to the musicians. These firms 
called payments a “slush” fund. 

Mr. Kapp declared that the contratt 
will run for four years, beginning Jat 
1, 1944. It provides that Decca wil 
pay fees on a graduating scale, from 
one-quarter on records selling {0 
35¢, 5¢ for records selling for $2, am 
24 percent of the retail price above that 
amount. For electrical transcriptio® 
used more than once, Decca has 
to pay 3 percent on the rental reveme 
There is no fee for commercial tra 
scriptions used only once. 
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IT DIDN'T HAPPEN HERE! 





Last spring, the prospects for a record harvest in 





America were not too hopeful. Everything was 

























« 4 working against the farmer. The weather, 
saa machinery shortages and—especially —a desperate 
a wi scarcity of manpower. 
h J] . . . . 
or a But today—while millions in other parts of the 
world are near starvation— America is eating. 
Eating well! 
How the problem was licked is one of the great 
stories of American agriculture. 
_— How Country Gentleman helped is one of the proud 
the We pages in our history of service to agriculture. 
ictions on 
; masel Our job was to cooperate with the U.S. Department 
it and all 
xan of Agriculture in recruiting more than a million 
3oard but 
s_ Contra farm workers. 
itions and 
e also sug- ig 
pe tie As our contribution, we prepared and supplied: 
in relie- Me 
ws” more than. 1 250,000 Posters, half a million window 
and automobile stickers, 3,0 000 r 
120 a recordings! 
- between 
it of the 
ae a This small boy is one 
September among hundreds of 
t Wa thousands who 
nan of the organizations of all sorts, wiliiiada the 650,000 haunt the streets of 
oadcasting Greek cities today 
y volunteer mobilization workers, all over the seeking food. 
country. 
sent, how 
il The response was instantaneous and 
it- 
a ims overwhelming. Between April 29 and 
ind. 
e contrad September 1, the army of farm workers | lj NTRY I N TLE Vi AN 
ning Jan - 
Decca wl was increased by placements totalling 
cale, from 
fling fo 1,600,000 — men, women, boys and girls’ 
oa 7 Seed EE NATIONAL SPOKESMAN FOR AGRICULTURE 
above that from every walk of American life. ‘ 
anscriptios 
a They saved the day. And this winter there will be 
rcial trat 


good food, and enough food, for all. 
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READ this timely ARMCO advertisement from The 
Saturday Evening Post. It will remind many families in 
your community that the washers you sold them are 


serving splendidly in the present laundry crisis. 


The message points out the value of tubs porcelain 
enameled on ARMCO Ingot Iron—a feature of many 
washing machines. Your customers will not forget that 
porcelain enamel is the ideal material for washer tubs. It 
is easy on clothes, lasts the life of the machine, never rusts, 
never needs scrubbing or scouring and is always attractive. 
The American Rolling Mill Company, 2871 Curtis Street, 
| Middletown, Ohio. 
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This advertisement will appear 
in The Saturday Evening Post, 
November 27, 1943. 





THE AMERICAN 
ROLLING MILL 
COMPANY 
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30TH ANNIVERSARY —On Novem. 
ber 20th, Arthur H. Zirke will celebraty 
the thirtieth anniversary of his associ. 
tion with the P. A. Geier Company, 
manufacturers of Royal vacuum cleaner, 
Starting in the accounting department 
in 1913, Mr. Zirke advanced steadily, 
In 1934 he rose to the position of vice 
president in charge of sales, and is 
1935 was made president of the com 
pany. Under Mr. Zirke's direction the 
progress of the Geier Company has been 
rapid. He has expanded and intensified 
the Geier policy of marketing Royal 
cleaners through distributors and dealer 
only. Mr. Zirke's intention is to continue 
this successful policy, and careful study 
is being given to post-war planning in 
order to extend still further this method 
of distribution. 





RMEL Reports 
On Activities 


As a substitute for its “annual con 
vention” the Rocky Mountain Electric 
League for the second year held a two- 
day business conference in Denver re 
cently with electric utility executives 
from seven intermountain states pres 
ent. Principal speaker of the sessiot 
was Tom Walker, president of th 
Council of Electric Operating Com 
panies, who brought a report from 
Washington headquarters concerning 
WPPB’s plans for the electrical indus 
try, particularly of the desired coopera 
tion in the fuel, manpower and tran* 
portation conservation program. The 
meeting terminated in a resolution re 
ommending wholehearted cooperation 
in the program on the part of a 
member companies of the League. 


Accomplishments Outlined 


Accomplishments of the League ior 
the past year were summarized 
George E. Lewis, RMEL manages, 
who reported on the active cooperatil 
of the League with twelve or mot 
governmental and semi-governmentd 
agencies. The organization has servé 
as a clearing house for exchange a 
sale of surplus critical materials and 
has participated in bond sales, colle 
tion of waste fats, tin, combat knivé 
copper, brass, steel and iron scrap, silk 
and nylon stockings, rubber, worn futs 
human hair and other items as © 
quested. He recommended that ® 
treasury surplus be invested in 
bonds, 
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For new and 


unusual automotive 


who needs the 


heating pad now 


Getting the cold shivers, Adolf? 

How would you like a lovely Casco Electric 
Heating Pad? With a unique thermostatic con- 
trol that enables the temperature to be fixed at 
any one of 30 desired heats. And a cozy little 
““Nite-Lite”’ for visible adjustment in the dark. 
Gemiitlich, nicht wahr? 

But you must not yearn for such things, 
Adolf. Such softening luxuries are only for the 
decadent democracies. And besides, we can’t 
furnish even one new Casco Heating Pad right 
now. We are too busy making other things. 

Has the Luftwaffe mentioned a new type of 
bullet that cuts through the wings of your 
planes like an acetylene torch? Has your Tank 
Korps described our armor-piercing bullet cores 
. . . or are they both still trying to shield you 
from the facts of life? 








It. would make you even sicker, Adolf, to 
know how quickly we converted our factories 
and 2,500 people to war work. In peace, Casco 
always did the unusual. And when you became 
our most important customer, we devised a new 
way to use idle, obsolete machines for bullet 
core making, enabling scores of small firms to 
work with us. We wanted to be sure you got 
plenty of our product! =e 

A big percentage of your dead or wounded 
have Casco-made bullet cores in them, Adolf. 
Imagine - Casco - who made heating pads and 
pop-out lighters and fans and spotlights! 

Too bad Americans were so soft and had to 
have such little luxuries! But nice of them, 
don’t you think, to give them up for you . . . 
for the duration. Casco Products Corporation, 
Bridgeport, Connecticut. 


and electrical appliances e & & 
watch CAS ¢ q» 


ELECTRIC HEATING PADS 
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A little boy is full of sweet satisfaction when he’s full 
of ice cream... . / And you, too, have a sense of satis- 
faction, over the long years of service being given by 
the heating devices you have sold. Most of them 
have Chromel heating elements, that last for years 
and years. . . . You have no heating devices to sell 
these days, but those you have sold are maintaining 
your customers’ good will toward you. How different 
from the old days, before Chromel was discovered — 
which was about 35 years ago. Before that, the life 
of the elements was so short, as to make heating 


devices a nuisance. So, Chromel has made, and is 


making, a good contribution to your device business. 
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HOSKINS MANUFACTURING COMPANY, DETROIT 8, 


HOSKINS 
CHROME! 
WIRE 


— 





MICHIGA. 


Edwards Store Ties 
in with Thor Ads 


E. W. Edwards & Son, Buffais, 
partment store, will run adye 
tieing in which each insertion jg ¢ 
color-gravure campaign of Hy. 
Washing Machine Co. featuring 
Thor washer, despite the fact that 
manufacturer’s products are not aril. 
able for the public. 


“We have no Thor washers or iron 
ers in stock, due to the war”, said 
Paul N. Welsh, advertising manage 
of Edwards, “However, the Hurley 
Co. considers it desirable to keep Thor 
in the public mind to advise owners m 


the proper care of their appliances ani 
to tell about the greatly improve 
Thor washers and ironers that will k 
available when the war ends. Ow 
store enjoyed large sales of Thors in 
peace time—being one of the company’s 


largest dealers.” 


“Not only do we heartily approve 
the Hurley Co.’s policy of advertising 
for the duration, but the Edwards store 
feels it is equally important for it to 
place tie-in advertising. We want to 
identification as a 
important Thor dealer—confident that 
the expenditure now will prove highly 
profitable as soon as we again have 


maintain our 


Thors for our customers.” 


Robert Ferguson is buyer of th 


store’s appliance department. 


Crosley Appoints 
Penna. Distributors 


The Crosley Corporation has just 
appointed as its distributor in th 
central Pennsylvania territory the firm 
of Golling-Alexandre, Inc., of 11-1! 
Harrisburg, 


South Second Street, 
Pennsylvania. 


For the past 23 years, G. G. Golling 


was president and general manager | 


the H. A. Gable Company of Harris 
burg, wholesale and retail dealers ® 


hardware and appliances, with 


appliance stores in York and Lebanot, 


Pennsylvania. Previously, Mr. 


ing had had 13 years experience a4 
salesman calling on the hardwatt 


trade. 


J. E. Alexandre has spent the past 
18 years in the radio and electric © 


frigeration field, having rep 


a number of leading lines and for the 
past nine years handling Crosley pra 
ucts in his capacity as Harrisbult 
branch sales manager, and later 8 


eral sales manager for Peirce- 
_Inc., of Philadelphia. 
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The EASY Post War Sales Bulletin 


























































PLANNING YOUR 
POST WAR SALES FORCE NOW? 


Today's forgotten man will be 
tomorrow's fair-haired boy! 


With Uncle Sam the sole buyer of over half tion. These are the jobs that call for real live 
the nation’s big wartime production—-with con- wires—men who can plan, organize, train and 
sumers clamoring for their shortened rations of give the others that "go out and get ‘'em" spirit. 


necessities—the salesman’s hard—learned talents 
are in small demand today. 





Pick the men you want to handle these jobs. Find 
out what they are doing today and try to nail 

































































: | But—what about to-— them for post war. Make it inviting for them to 
aie | morrow, and the day after? come to work for you—and for keeps! 
| poly —_ pag ghee 2) What about junior sales jobs? You’11 want men 
Hurley entteen cheie O83 Ses 3 ainda who are "comers" for these. They don’t need as 
cep Thor I as a tis etki ¢ene the rich a background as the men you’ll want to put 
wneTS Of | Mia in key posts. But they ought to have plenty of 
nces ani greatest competition for ‘ ; 
; personality.and intelligence. Here again you may 
improved | the consumer’s dollar that 
Pr © know some bright young boys who’ll fill the bill 
t will ke | the world has ever seen. ? 
2 the minute they come out of war plant or army. 
_ oF That will be the day of It’s a good idea to start lining them up now! 
Thors in the salesman who knows his £ g =P 
ompanys | stuff—the day when the ee ae ae 
canal | demand for trained sales— 
vertising | men will hit a new high. These are just a few ideas but we think they 
rds store Hence the urgent necessity ought to work. You can probably improve on them 
for ito | ‘ to get and train good and make them better. Inciden- 
wath ee | TOMORROW'S SALESMAN salesman—and to keep them! tally, if you do, we’d be pleased 
tet G8 ! A merchant’s post war success will depend on his ae _ a us_a_line and 
ve highly | ability to gather, hold and train an energetic, : a. , 
ain her able sales staff. And the time to start thinking In the meantime feel per- 
about that is NOW before the grand rush! fectly free to call your Easy 
r of the A lot of people are tackling the job a lot Divisional Sales Manager in for 
i of different ways. Some firms are keeping in suggestions. He’s had a lot of 
| touch by mail with good men now in service or in experience and the big part of 
war plants. They’re writing his job today is to keep his eye “—_ 
friendly letters, keeping the peeled and his ear cocked for SEND IN 
| boys "in the family," and tell- worthwhile post war ideas. YOUR IDEAS! 
: I ing thes frankly what they _ 2) And while you’re planning for post war watch 
has just pect after the war. By keeping : , : 
ae | Shae teens Se meth te iment EASY’S big ads in six leading national magazines. 
| a | mis 4 P ne We’re selling EASY now against the day when you 
a and ane es ee tare nec are free to deliver again! 
irtidal | NESS, Wey NeSp thee ; Easy Washing Machine Corp., Syracuse, N. Y. 
P i their business. Not a bad idea! 
;. Golling | If you feel like setting 
anager of up a little system based on 
f Harris l post war, here are a few sug- “DEAR BOSS” 
— | © gestions: 
r P 
‘Lebane ] 1) Try figuring out _a list of key jobs to be 
Mr. Goll- | filled in your expanded post war sales organiza-— 
ence as 4 
hardwart | 
the past | 
ic fe 
resell ORDNANCE TODAY * WASHERS AND IRONERS TOMORROW 
id for the 
ley prod: | 
‘arrisbulg | 
ater ger 
-e- Phelps, 
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Sunlicht-Powere 
Appliances 
























Save Time for War Workers 


\ oo ; 
Vg | Lo: The time and energy saved by 
LU = 


=) — modern appliances contribute 


ns 


Wak 


Today, our facilities are engaged in war pro- 





—= to war production. You are 
ie, . . 
serving America when you 


service Sunlight motors. 


duction. When Victory is won, our long experi- 


ence in building Sunlight motors 


~ ,/ 
\ 4 
: . . . Sas 
for appliances will again be applied ~3 5. 
to building fine motors for you. AR 
f OTOrs 









“KEEP 
AMERICA 
FREE— 

BUY 
WAR BONDS 


SUNLIGHT MOTORS 
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TAKES OVER G.E. RADIO REPAIR SERVICE IN SALT LAKE CITY. Handling repaix 
for the public and also providing parts and service on all equipment formerly handled 
by the General Electric Company in intermountain territory, the Electronic Service and 
Supply Company is one of the busiest radio repair shops in Salt Lake City. This firm, 
of which Gay Martin and William Lisonbee are co-owners, recently purchased the radis 
repair equipment from the General Electric Supply Corporation. 







In addition to th 


owners themselves, they employ two experienced repair men on a full-time basis and ae 
equipped to handle service on all types of electrical equipment. Front to back: William 
Lisonbee, Ray Jaeger, Robert Harmon, Gay Martin. 





Westinghouse to Expand 
Air Conditioning Activities 


To prepare for post-war expansion 
of air conditioning activities, the 
Westinghouse Electric and Mfg. Co. 
has announced the transfer of all heavy 
duty air conditioning and industrial 
refrigeration manufacture from its 
East Springfield, Mass., Works to the 
Jersey City, N. J., plant of the West- 
inghouse Electric Elevator Co. 

“We believe that air conditioning 
will become a more important indus- 
try in post-war America, and it is our 
intention that Westinghouse shall con- 
tinue as one of the major producers 
in the field,” said George H. Bucher, 
president. 


Shift Aids War Production 


An important reason for making 
this move at this time, according to 
Mr. Bucher, is to release space for the 
present vital war work at the East 
Springfield Works of the Appliance 
Division. At the same time the accom- 
modation of air conditioning manu- 
facture at the Elevator Company will 
not interfere with the current war pro- 
duction at that plant. Industry has 
learned during this war, as never 
before, the advantages of air condition- 
ing to increase efficiency, production 
and quality. The millions of workers 
who have enjoyed its benefits are going 
to want those same benefits in their 
homes. These and other factors indi- 
cate to us that the air conditioning 
industry is about to come into its own. 

Simultaneously, Frank C. Reed, vice 
president of Westinghouse and presi- 
dent of Westinghouse Electric Eleva- 
tor Co., announced the appointment 
of Ross Rathbun as manager of air 
conditioning, and of Walker G. White 
to succeed Mr. Rathbun as general 
sales manager of the Elevator Com- 
pany. 

Springfield will continue to manu- 
facture lighter air conditioning, com- 
mercial refrigeration units and house- 
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ditioning units. 





ROSS RATHBUN 
Recently appointed manager of 
Westinghouse Air Conditioning. 


hold refrigerator units. All other units 
will be produced in Jersey City. 

The moving of manufacturing 
equipment from Springfield to Jersey 
City is under way and will be com 
pleted as soon as possible, and some 0 
the key personnel who have helped 
keep production of air conditioning 
units ahead of schedule at Springfield 
will make their headquarters at 
Jersey City plant. : 

The Westinghouse manufacturing 
facilities in Jersey City are ideally 
adapted to the manufacture of heavy. 
tailor-made air conditioning and indu* 
trial refrigeration units, according 
Mr. Rathbun. On the other hand the 
Massachusetts works has been dev 
entirely to the manufacture of mas® 
production appliances in peacetime 
similarly produced devices of Wa 
except for these custom-built air cof 
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LET IT— 
GO-GO-GO ! 














RATHER ODD— 


That anyone should be as cheerful about 
not getting a Bendix Home Laundry as this 
gal in the Bendix ads seems to be. 


But here’s how she explains it—in Life for 
November 8, Saturday Evening Post for 
November 20, McCall’s for December and 
Better Homes and Gardens for December: 


“I tried to buy a Bendix Automatic Home 
Laundry shortly after war began, but my 
dealer was sold out and the factory had 


converted to war work. 


"So | didn’t get one. And | felt pretty low 
about it till | learned that many a Bendix 


BENDIX HOME 


qneRE DID IT Go. 


ING WASH FOR 0 wat 
Soa “\NHOVE GONE GOFF « 
S ey AK 


_—— WHERE 


was serving boys in service. And that the 
one | might have bought, had | asked 
earlier, was probably ‘in uniform’. 


"May be it went in the Army. Or out to 
sea with the fleet. Or it could be one of 
the 33 I've heard of at the Coast Guard 
training Station, Manhattan Beach, N. Y. 
—washing, rinsing and damp-drying at 
the turn of a single dial for boys to whom 
washday ease and freedom mean even 
more than they do to me.” 


A lot of folks will read what that gal says. 
And it will help keep them in a mighty favor- 
able attitude toward Bendix while it’s off the 
market. 


APPLIANCES, INC. 


SOUTH BEND, INDIANA 


The people who pioneered and perfected the Automatic “Washer” 
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“Go. -GO: 
DID my BENDIX ‘wasne® 


60-G0-G0-G0-6° ° 


You'll cash in on that— when production 
can be resumed—for it’s a foregone conclu- 
sion that the post-war demand will be for 
automatic “‘washers’’, with the Bendix prin- 
ciple the only one proved by years of success- 
ful service outside the laboratory. 


This advertisement does not imply endorsement of our product 
by the Army or the Novy 
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To Martin Laird From 


Answering letter of 


FLORENCE STOVE COMPANY 
SALESMAN CORRESPONDENCE 





H. E. Golden 










Address New York Address Gardner, Mass. 


Subject Dealers' Inventories 


11/4/43 Date 11/8/43 


We are going back into the stove and heater 
business. We shall have a Victory model gas 
range, an oil range, and later oil burning heaters 
—let's hope the day is not too far distant when 
we shall be back making electric ranges. Models 
are limited, so far, because we can't get steel 


enough to make a complete line. 


Don't let the conditions that you found on Long 
Island discourage you—they exist in most parts 
of the country. Dealers’ stocks are low and the 
local rationing boards are holding the dealers 
down on their allowable inventories. This means 
that more than ever before dealers need a reli- 
able source of supply, and we shall have a stock 


that dealers can draw from. 


If the dealers will send us their certificates, 
shipments will be made in the sequence in which 
the orders are received and they will go out just 
as rapidly as our factory can turn out stoves— 


you know how fast that is. 


A dealer who is accustomed to carrying 100 
stoves in stock doesn’t see how he can do busi- 
ness with an inventory of only 6, but if he sends 
us certificates as rapidly as he gets them we can 
keep stoves flowing to him and he can stay in 
business because of the rapidity of the stock turn. 


Don't get discouraged; don't let the dealers get 
discouraged. They have relied on us in the past 


and they can in the future. 


JC 
CC—H. H. Morse 













TOASTMASTER GETS ITS "E". On October 10, the Toastmaster Products Division of 
McGraw Electric Co., Elgin, Ill, celebrated the Army-Navy "E" award to the plant, 
Behind the banner, left to right, are Rear Admiral Alex M. Charlton; Max McGray, 
president of McGraw Electric; Commander Miles H. Hubbard; D. Scott Campbell 


executive vice-president; Murray Ireland, vice-president in charge of manufacturing: 


Capt. Robert Henderson, USN, who made the presentation, and Lieut. Col. A. B. Pattou. 








General Sales Manager 


tn 


OILHEATERS f 








Zimmerman of Chrysler 
Airtemp Elected President 


At a meeting held in Cleveland re- 
cently, the Indoor Climate Institute 
was formally organized by leading 
manufacturers in the heating, cooling 
and equipment industries. The Insti- 
tute has, as its primary purpose, a 
program for the improvement of heat- 
ing and air conditioning in the interests 
of public health and greater. indoor 
comfort. 


Non-Profit Organization 


The I.C.I. membership insignia will 
stand as a symbol of greater indoor 
comfort to the American public. The 
Institute, a non-profit corporation, 
will have its headquarters in Detroit. 
It will serve as a clearing house of 
information, set up with a central staff 
and committee qualified to conduct a 
broad program of public and trade 
education. The public will be informed 
as to the many benefits in health, com- 
fort and economy resulting from prop- 
erly designed and installed prime heat- 
ing equipment—burning coal, gas or 
oil for warm air, hot water or steam 
heat. 

With the inevitable postwar demands 
for summer cooling, as well as greater 
heating efficiency and comfort in 
winter, the program of education will 
clarify conceptions as to systems and 
methods which will assure truly air 
conditioned or cooled areas in homes. 
commercial establishments, offices, 
public buildings and industrial plants. 

The Indoor Climate Institute pro- 
poses the establishment of local chap- 
ters throughout the nation. Member- 
ship in the local organizations will be 
composed of the various members of 
the trade, dealers and utility com- 
panies. 

Officials of I.C.I. state, “Next to 
food, heat has become the most im- 
portant subject affecting the health of 
America. The need of fuel conserva- 
tion and proper indoor climate to pre- 


Indoor Climate Institute 
ls Formally Organized 





P. B. ZIMMERMAN 


serve the health of the nation offers 
the Institute an opportunity to make 
a real contribution. Automatic con- 
trol of temperature and humidity is 
going to provide an entirely new cot 
ception of indoor comfort for Ameri- 
cans in the postwar period. Heating 
and cooling equipment will be as ad- 
vanced in design, construction and pef- 
formance as the products of other 
great industries. It will reflect the 
progress made and lessons learned m 
meeting the demands of war pre 
duction.” 


Airtemp's Zimmerman President 


The board of directors and officers 
of the L.C.I. are launching a membef- 
ship drive immediately. The exec 
tive personnel has been elected, which 
is as follows: Officers—president, 
Paul B. Zimmerman, Airtemp + 
vision, Chrysler Corp., Dayton, Ohio; 
Ist vice president, T. A. Crawford, 
Timken Silent Automatic Division 
Detroit, Mich., 2nd vice president 
E. N. Hunter, The National Radiator 
Co., Johnstown, Pa.; secretary, R. B 
Moore, Bell & Gossett Co., Mortot 
Grove, Ill.; treasurer, E. N. McDor 
nell, McDonnell & Miller, Chicag® 
Ill. 
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WARTIME ADVERTISING 


Duo -THERM continues its aggressive lead- 
ership in national advertising! 


Thirty-six million reader impressions in 
these important magazines that blanket 
the profitable post-war market for fuel oil 
heating appliances! 


An advertising story that works for 
you—works for Duo-Therm—and works 
for the war effort, too! It’s just the kind of 
advertising you’d expect from the leader 


DUO-THERM 


America’s Leading Manufacturer of Fuel Oil Heating Appliances 


in the fuel oil heating industry. And it’s in 
the volume you’re accustomed to. 


HERE'S WHAT IT 
MEANS TO You : 


it MEANS that the value of your Duo- 
Therm franchise is being not only main- 
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FARM JourRN 


~-and Famers wie NOVEMBER 


DIVISION OF MOTOR WHEEL 
RPORATION james LANSING, MICH... .. 





“ 


LOOK— NOV. 16 






FARR ‘9 
JOURNAL 


M Tomine ss 
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Copr. 1943, Motor Whee! Corp, 


ON A PRE-WAR SCALE 
FOR POST-WAR SALES! 








tained, but actually built-up, even though 
Duo-Therm’s men and machines are now 
making war products instead of America’s 
leading fuel oil heating appliances. 


And it also means that if Duo-Therm 
Fuel Oil Heating Appliances do not al- 
ready occupy a prominent place in your 
post-war planning, it would be a swell 
idea to drop us a line.and make a date to 
talk things over. 





PAGE 59 












WHeEp E 





‘WHO COULD ReEPaip 
MY WAFFLE IRON?” 










































More results from your 
advertising in the Classified 


'*, IF YOU PUT YOURSELF IN YOUR PROSPECT’S PLACE 
..» ANTICIPATE AND ANSWER HIS QUESTIONS 
ABOUT YOUR SERVICE 


Questions like these come up every day. Right People have the habit of looking in the 
now the answers are more important than ever Classified section of the telephone book for 
—because things must last for the duration. help. Does your advertising there give them the 


useful facts they want about your business? 


ELECTRIC Put yourself in your prospect’s place. Antici- 


pate his questions and answer them. Attract 


HO. ; . 
APPLIANCES more service business now; make more sales 


EXPERT REPAIRING 


conn BEE 
TORS Appliance 





when you have stocks later. 


Why not ask a Directory Advertising Rep- 









Your A, are 
Vv Them in 3 : 
Repair for the Duration resentative for tested suggestions 
We Buy and Sell Used Equipment dso } 
along this line? Call him at the 
JOHN DOE CO. , 
1234 Central St. Business Office of your telephone 


company. 











IDEA MEN—These two men, member 
the punch press department of the 
Radio Corp. are typical of the many 
employees who have received awards 
their suggestions on speeding or improv 
the production of radio in war. Mike 
tor, left, and Max E. Dose won $25.00 
$35.00 respectively. 















Sayre Ramsdell Dies 


Sayre M. Ramsdell, president of the 
Sayre M. Ramsdell Associates ai- 
vertising agency, died at his home 
Willow Brook Farm, Churchville, Pa, 
early in October. He was 45 year 
of age, and was widely known in at 
vertising circles for his creative 
imagination. 

Born in Camden, New Jersey, Mr. 
Ramsdell attended Germantown Acat- 
emy and the University of Pen 
sylvania. 

After serving in the Army in th 
last war, he became connected with 
Philco in 1919, beginning work in th 
advertising department of what wa 
then the Philadelphia Storage Battery 
Co. He played an important parti 
the growth and development of tha 
company and its expansion into th 
radio and allied fields. In 1934, Mr 
Ramsdell was named vice presides 
of Philco Radio & Television Corp. #0 
head up its advertising and sales pro 
motion activities, and in 1940 wa 
elected a director of Philco Com. 
the consolidated company. 

In order to give broader scope # 
his activities, and satisfy a life-lom 
ambition, he resigned as an officer @ 
Philco to form his own advertising 
agency, Sayre M. Ramsdell Associates 
Inc., 3701 North Broad Street, Phile 
delphia, in March 1942, Among t 
principal clients of the agency # 
Philco Corp. and National Unie 
Radio Corp. 


Emerson Radio Elects 


Ferdinand Eberstadt of F. Ee 
stadt & Co. New York, has beet 
elected a director of Emerson Radiol 
Phonograph Corp. At the same 
meeting, Richard C. Hunt of 
bourne, Hunt, Jaeckel and Brown, New 
York, also was inducted as a directo 

Charles Robbins, peace-time 
manager of Emerson, was elected! 
vice-president of the company. 

Coincident with Emerson’s fF 
and greatly over-subscribed stock 
Mr. Benjamin Abrams, president 
the company, stated there would b 
changes in Emerson’s mana 
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THE SALAD BOUL 
MTR SELF CONTROL. 
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If you think this is reaching too far into the blue, you should see some 
of the almost-human machines that are being built right now for 
war use. 


That’s why we know that even an automatic salad mixer won’t 
be much more astounding than the home appliances you actually 
will be able to sell your customers after the war. 


The amazing discoveries, inventions and new materials that have 
been developed for war purposes . . . in the ingenious hands of free 
Americans who know that their rewards are limited only by their 
ability to produce results. . . can be converted into work-saving 
devices for the home that will revolutionize the American housewife’s 
way of living. 

And because we ourselves are 100% in war production . . . build- 
ing precision airplane parts, control motors for Flying Fortresses, 


They give their lives, 
we lend our money. 
Buy more Bonds! 


‘ 


signal devices and gas masks . . . we can already see as a result of 
this experience, great new developments for the future. 


We can visualize a vacuum cleaner of Tomorrow that will be far 
finer and more efficient than anything ever built. And we are plan- 
ning other household appliances that will be even more sensational. 


This is the exciting promise being made by Eureka in a national 
advertising campaign reaching millions of American homes each 
month . . . your customers among them. 


Soon you will hear more about Eureka’s story of the future . . . 
which includes a great new franchising program. And we are con- 
fident that you will see in it an important influence on your own 
postwar plans. 


EUREKA VACUUM CLEANER COMPANY, DETROIT 
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MADE GOOD! 


































| . WAR or no war, Dad goes to 
¥ work feeling fresh and fit— 
because another Horton dealer 
had the vision to make routine 
checks of his customers’ laundry 
equipment. 


It's not only a patriotic duty to 
keep irreplaceable equipment 
operating at peak efficiency— 
but it’s a sound business policy 
that creates well earned confi- 
dence and builds future sales. 


Horton employees, for continuing 
excellence in the production of war 
materials, have received a renewal 
of the Army-Navy “E” award. And 
as always they are exceeding War 
Bond quotas. 


FORT WAYNE, INDIANA 
MANUFACTURERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 72 YEARS 









PAGE 62 














NESCO GETS ITS "E"—The Army-Navy "E" award for excellence in war production 
presented to the Milwaukee plant of the National Enameling & Stamping Co. ree 
Left to right at the presentation ceremonies: Col. J. C. Raaen, who presented 
pennant; Marshall Mercier, Nesco employee who accepted lapel "E" pins for 

E, R. Marter, superintendent; Alfred J. Kieckhefer, president of the company, and 


7 





mander M. A. Sawyer. This is the second "E" pennant for the company—first went 


the Granite City, Ill., division. 





HAVE YOU HEARD .... 





G-E’s Consumer INSTITUTE has 
mailed out 25,000 questionnaires to 
families asking them what type of 
ranges they want in the post-war era. 
Location of surface burners and con- 
trols and similar data is sought. 


GoLLInGc-ALEXANDRE, INc., Harris- 
burg, Pa., have been appointed central 
Pennsylvania wholesale distributors 
of Crosley appliances, according to 
J. E. Alexandre, sales manager. 


Rosert T. FRAZIER, vice-president 
of the Cavalier Corp.’s appliance di- 
vision, adds his voice to those industry 
leaders who predict that post-war ap- 
pliances will be 1942 models. 


TECHNICAL SERGEANT THOMAS J. 
KeLLetT, former employee of the 
Newark, N. J. service district of 
G-E’s lamp department, has been dec- 
orated with the Distinguished Flying 
Cross. Sgt. Kellett has made more 
than 50 missions over Jap-held terri- 
tory. 


Spencer H. Lewis of the Easy 
Washing Machine Corp. has been 
elected secretary-treasurer of the 
newly-formed Foreign Trade Club of 
Syracuse, N. Y. 


W. S. Stives, for the past 16 years 
vice-president of Morley-Murphy Co., 
of Green Bay and Milwaukee, distribu- 
tors for Zenith, has been elected presi- 
dent of the company, succeeding the 
late A. E. Winter. 


It’s GETTING TO BE A HABIT in the 
electrical industry—Philco Corp., has 
had a second white star added to its 
Army-Navy “E” flag; Williams Oil- 
O-Matic Heating Corp., announces 
the addition of a white star to its pen- 
nant; General Electric, Bridgeport, just 
won a second white star; and R.C.A. 
Victor Div., Radio Corp. Indianapolis 
plant has just won its “E” pennant, 
the fifth such award to be won by 
RCA. 
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Ben ABRAMS, president of Emersu 
Radio & Phonograph Corp., announce 
recently that September shipment 
broke all records of the company, nov 
engaged exclusively in production ¢ 
radio-electronics equipment - for th 
Army and Navy—shipments for th 
month were more than ten times ship 
ments for July 1942, the first month in 
which the company’s entire output was 
taken by the armed services. 


BECAUSE OF THE GREAT PUBLIC I¥- 
TEREST in outstanding news events o 
the war as reported by ace America 
newsgatherers on the scene, Philco is 
introducing a new kind of radio pro 
gram called “Eyewitness—The New 
Story of the Week” over the ful 
Columbia network including Canadian 
stations. The program will be hearl 
every Friday evening at 7:15 pm 
E.W.T. 


BEST COMMUNITY VICTORY GARDEN 
in the county this year was the 22-aer 
plot farmed by 500 employees of G-Es 
Appliance and Merchandise Dept. # 
Bridgeport, the National Victory Gar 
den Institute, N.Y. announced. After 
soil-conditioning 30x50 plots wet 
leased to employees not having gardet 
ing facilities at home, on land adjx 
cent to the General Electric plant 
which the company leased from th 
city of Bridgeport last spring. A com 
prehensive gardening program devel 
oped by G-E’s labor managemett 
groups was carried out during fit 
season under the direction of a tech, 
nical committee made up of employe 
gardeners. Dr. D. K. Tressler, at 
visor to the technical committee est 
mates that 150,000 pounds of product 
has been gathered from the 22 acté 
of gardens. 


Tue Los ANGeELEs branch of Cat 
fornia Electric Service Stations, new! 
installed in its larger quarters, 
held open house. It specializes ® 
electric clock repairs. Keith L. Chatt 
blin is manager. 
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FROM BLUEPRINT TO DESTINATION 


Philo is Today there are more than 700 people devoting full time to Plan- 
adio pro ning and Scheduling at Crosley—six times as many as 3 short years 
a ago. Beginning with engineering specifications, it is the responsibility 
Canadian of these people to plan every step of manufacturing. 


be heart They see that facilities are ready, tools and dies completed, parts 
15 pm available. They supervise production schedules, make sure that 

the needed personnel is available, start a pilot line. They contact 
GARDEN other manufacturers and our 3,000 suppliers, and Government 
1 rar agencies. They carry the finished product through the plants until 


Dept. is they reach their destinations. 
‘ory Gar- 
d. After 



























Without this supervision it would not have been possible for 
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The Finest Letter 
We Ever Received! 


That letter tells its own story. We're mighty proud of it— 
particularly proud because we earned our Army-Navy “E” 
award the hard way. We had to start absolutely from scratch 





in handling the war-production job that was assigned to us. 
We had to re-tool and partially re-equip our plant before we 
could make a move. Yet in spite of this handicap, the skilled, 
patriotic men and women of the Toastmaster organization 
pitched in and quickly attained outstanding production on 
Navy munitions. 

We are proud, too, of the many letters we have received 
from Toastmaster dealers, telling us that we’re doing a good 
job in helping them to maintain service on Toastmaster 
appliances. We deeply appreciate the spirit which prompted 
those letters. 

May we continue to merit the confidence of both the 
Navy and Toastmaster* dealers and distributors! 





TOASTMASTER 


*ToastMasTeR” is a registered trademark of McGraw Evectraic Company, Toastmaster Products Division, 
Elgin, 1. Copyright 1943, McGraw Electric Co. 
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cally, would handle the requirements. 


Staged by Arthur Starnes, the parachute jumper who made the famous 31,000 f 
lepp.in June, 1942, Chicago crowds saw a realistic close-up of parachute jumping, 


ILG BOND SHOW—As part of a spectacular war bond show recently staged 
State Street in Chicago, a realistic exhibition of parachute jumping called for ¢ 
able air velocity to snap out the folds of a twenty-four foot parachute. 
Engineers of the Ilg Electric Ventilating Co. were called in atid, after con: 
experimentation, found that five Ilg 30" Axial-Flow Fans, 1750 RPM, discharging * 











WESTERN BENDIX DISTRIBUTORS dur- 
ing the month of September held meet- 
ings with C. V. Calkins, vice president 
of the company, to discuss post war 
plans in the washer field and the de- 
tails of Bendix’ customer survey to 
determine the per cent of families plan- 
ning to buy washers when the war is 
ended. 


Tue Evectric APPLIANCE HospPItTAL, 
William Barrell proprietor, has opened 
an appliance repair shop in San Fran- 
cisco with a crew of eight service men. 
It is authorized service dealer for 
Norge, Westinghouse, Leonard, Kel- 


vinator, Sparton, Gibson and AMC 
equipment. 
CLASSES DESIGNED TO PREPARE 


women employees to assume a wider 
variety of duties in more responsible 
commercial positions as may become 
necessary with the further induction 
of men into the armed forces are under 
way in the San Joaquin Valley 
division of the Southern California 
Edison Company. M. W. Phillips, 
division manager, is conducting the 
course which covers such matters as 
rates, rules and regulations, company 
policy and background, industry term- 
inology, credit, accounting procedure 
and public relations. 


SupPLaANTING Davin M. SALISBURY 
who has been promoted to the posi- 
tion of general manager of the West- 
inghouse Electric Supply Company, 
William M. Jewell, formerly of De- 
troit, takes over as manager of the 
Seattle North Pacific district. Mr. 
Jewell was manager of the Supply 
Company’s San Francisco office in 
1940-41. 

e 


As PART OF GENERAL ELECTRIC’S 
post-war planning, third quarter divi- 
dend check mailing to 227,000 stock- 
holders of the company were accom- 
panied by a questionnaire asking what 
type of radio receivers they would like 
to buy after the war. The survey asks 
what type of radio is now owned, style 
and type preferred, and whether or not 
they know about FM. 
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EVERY ONE OF THE several thousand 
workers at the Maytag plant at New 
ton, Iowa—more than 95 percent @ 
whom are engaged in war work 
scribe to the weekly purchase of Wa 
Bonds, making Maytag one of the few 
100 percent plants of the country. 


Apert G. Koper, 67, assistant at 
vertising manager of the Stromber 
Carlson Co., Rochester, N. Y., died 
recently of a heart ailment. 


Nine WESTINGHOUSE plants have 
received renewals of their Army-Navy 
“E” awards, according to George H 
Bucher, president. One plant, the 
Westinghouse Electric Elevator 
plant at Jersey City, N. J. has won 
four white stars since being awarded 
the original pennant. 


San Diego Bureau 
Elects New Officers 


New officers elected to guide th 
Bureau of Radio and Electrical Ap 
pliances of San Diego County during 
the coming year include: President: 
Paul A. DuPont, Walker’s; first viet 
president: William Powell, Coast 
Electric Co.; second vice president: 
P. P. Schmitt, Schmitt’s Furniture anl 
Appliances; treasurer: Sam L. Hall 
Electric Supplies Distributing (Co; 
directors: Jack Barnes, Barnes Radio; 
Harry Callaway, Thearle Music Go; 
A. K. Chamberlain, Refrigeration 
Equipment Co.; A. T. Davidson, 
Davidson Furniture Co.; Albert 
Dryer, Dryer’s Standard Furniture 
Co.; Glenn Dutton, Dutton’s Radio 
Store; Arthur Francis, Churchill & 
Cassou, Ltd.; R. E. Harris, San Diego 
Standard Electric Corp.; Elmer 3 
Hazie, San Diego Auto Electric © 
E. W. Kinmore, Kinmore Electtit; 
E. W. Meise, San Diego Gas & Elec 
tric Co.; Ted Reser, Western Radio 
& Electric Co.; Ben Rogers, Firestom 
Stores; Elmer Small, H. L. Bet 
bough Co.; Robert Swearingen, 
Cajon Supply Co.; O. G, Thomps0 
G. E. Supply Corporation; Lou Wie® 
Wiese’s, Ltd.; J. F. Zweiner, Zweiiitf 


Electrical Co. 
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Compared with the typical home radio set 
— protectively nestled in a quiet living room 
—the electronic devices on a bomber lead 
a dog’s life. Their delicate parts are sub- 
jected to the jarring concussion of exploding 
flak —the “kick-back” of bursting block- 
busters — the vibration of roaring motors 
and firing guns ... a mauling severe for 
even the most rugged parts. 


How these sensitive instruments are able to 
hold up under such bruising punishment is 
a story that dates back to the early days of 
automotive radio. Technicians of Delco 
Radio faced parallel problems — vibration, 
electrical interference, temperature and hu- 
midity extremes, bumping and jarring. They 
faced a set of conditions totally new and 
different in the radio field — the special con- 
ditions attending “radio in transit.” 


One by one, these problems fell before the 
forces of research, experiment, ceaseless 
testing and trying. Automotive radio became 
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No Place Like Home 


a practical, workable reality. And with suc- 
cess in this endeavor came a fund of special 
experience, off-the-trail knowledge, that has 
come in mighty handy in World War II. For 
Delco Radio engineers have applied their 
experience in automotive radio to the task 
of giving the forces of freedom— on land, 
at sea, in the air—a strong, clear voice. Delco 
Radio Division, General Motors Corpota- 
tion, Kokomo, Indiana. 


_ Back Our Boys 
By Buying Bonds! 
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In the Saturday Evening Post ® 
The American Home & 


Ladies Home Journal 
Better Homes & Garden 
Parent's Magazine 


Waterproof 
IRONING PADS 


Our facilities are now making plastic clothing for Uncle 
Sam. Some day these same facilities will be producing 
this new, triple-patented ironing pad. Then we will be 
knocking at your door for orders. 


In the meantime, we are telling the 26 million electric 
flatiron users of the 


LABOR-SAVING ADVANTAGES 
by advertising in leading consumer publications. 





THE SUNLITE MFG. COMPANY 
MILWAUKEE 5, WISCONSIN 


rer 
. 
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NEW POSITIONS OF THE MONTH 








National Enameling & 
Stamping Co. 


Announcement has been made by 
Alfred J. Kieckhefer, president, Na- 
tional Enameling and Stamping Co., 
Milwaukee, that Michael N. Brady has 
joined the Nesco organization as vice- 
president in charge of sales. 

For the past 13 years Mr. Brady has 
been associated with the United States 





MICHAEL N. BRADY 


Rubber Co. He started with them as 
district sales manager, Birmingham, 
Alabama in 1930. Successively he has 
held similar sales positions in Syracuse, 
New York, New York City, Balti- 
more, St. Louis and Chicago. He re- 
signed the position of Central Division 
sales manager, Detroit, to join the 
National Enameling and Stamping 
Company. 

In recent months Mr. Brady was 
under assignment by the U.S. Rubber 
Co. to complete the personnel organ- 
ization of some 20,000 employes at the 
Scioto Ordnance Plant at Marion, 
Ohio. 

Dale D. Kaerstadt has returned to 
the National Enameling & Stamping 
Co. in the capacity of advertising man- 
ager, according to an announcement by 





D. N. KAERSTADT 


Alfred J. Kieckhefer, president. Mr. 
Karstaedt held the post from 1936 to 
1938. For the past 54 years, he has 
been advertising manager of the Racine 
Journal, 


Plastics Materials Association 


Frank H. Carman will assume the 
position of general manager of Plas- 
tics Materials Manufacturers’ Associa- 
tion, Washington, D. C., effective Jan- 
uary 1, 1944. Mr. Carman has been 
with WPB in Washington since 1941. 


NOVEMBER, 1943—ELECTRICAL MERCHANDISIM 


Save Electric 


Save Electric Corp., through By 
ward G. Kirby, president, announcs 
the recent appointment of O. J. Schroe. 
der, vice president in charge of mam. 
facturing, equipment and engineering 
Mr. Schroeder is part of the corpor. 
tion’s expansion of Verd-A-Ray, ix 
new lighting development. 

First joining the Lamp Division 


O. J. SCHROEDER 





Westinghouse in Milwaukee, Wiscon- 
sin, in June 1917, he was appointed 
assistant superintendent of that plant 
in. 1929. In 1932, he was transferred 
to Bloomfield, N. J. He held tha 
position until 1939 at which time he 
was appointed superintendent of the 
division. He resigned to accept his 
present responsibilities. 


Westinghouse 


Ralph E. Kruck, who has designed 
everything from baby carriages to 
refrigerators, has been appointed 
manager of the product design depart- 
ment of the Westinghouse Electric 
Appliance Division. 

An industrial designer for Westing- 
house since 1931, Mr. Kruck will have 
the job of “appearance-designing” 





RALPH E. KRUCK 


electric ranges, automatic laundering 
machines and all other appliances the 
company builds after the war. 
headquarters will be at the company’ 
plant in Mansfield, Ohio, working 
closely with the engineering, sales 
advertising departments. * 

Before assuming his new positi 
Mr. Kruck was a member of the eng 
neering department at the Westilf 
house East Springfield, Mass., plat 
where he designed household and com 
mercial refrigeration and air conditio® 
ing equipment and even factory 


- ings and auditoriums, 
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AID FOOD AND FUEL 


E STATIONS: 












CONSERVATION 











TUNE IN THE ROBERTSHAW BROADCASTS OVER THES 
BRO 
iT 
METRO et an RADIO STATION RADIO PROGRAM ROnDUE 
NEW YORK wor Martha Deane Mon. thru Fri. 
CHICAGO WGN june Baker—"Home Management” Mon. thru Sat. 
NX Galen proke—"Housewives’ Protective League” Mon. thru Fri. 
Los ANGELES « rained with “Sunrise salute” Mon. thru Sat- 
PHILADELPHIA wWcAU guth Chilton—"“For Women " Mon. thru Fri. 
BOSTON AND New En land Network et 
Two days per “ 
NEW ENGLAND wez—Boston, Moss- wesH—Pertiand, Me. vmaxiorte Mills” wo sernate with 
MARKET wric—Hartford, Conn. wisz—Beng°" Me. yankee ” 
wsar—Providence, R- 1. waza—Springtield, Most 
Yankee Network 
WNAC—Boston WEAN—Providence 
sutt—Lowell-Lewrence watr—Waterbury “Yonkee Carel siternate with 
were Halyoke—sPringtels wicc—Bridgero" wisi al sMarjorie Mills” 
WFrEA—Manchestors . Hn. wsar—Fall River 
wicou—bewiston— Auburn Me 
DETROIT WIR oprs. Page's Household Economies” Mon., Tues- Thurs., 
pITTSBURGH KDKA Evelyn Gordiner—"Home Forum” Mon. thru Fri 
— Kaw Galen proke—"Howsewives protective League” Mon. thru Fri 
st. Louls KMOX Jane Porter— The Magic Kitchen” Mon. thre Set 
CLEVELAND WTAM Jane Weev "Woman's Club of the Air” Mon. thru Fri 
BALTIMORE WBAL Mollie Martin Mon. thru Fri 
MINNEAPOLIS xsTP Bea Boxter mousehold Forum” Mon. thru Fri 
st. PAUL 
WASHINGTON, p.c. wre Mary Mason—" Home im” Mon. dhru Fri 
BUFFALO—NIAG WBEN “The Food Magician” (oO. P- Stearns) Mon. thru Fri 
CINCINNATI wiw Ruth Lyone—""Consumers’ Foundation” Mon. thru Set 
INDIANAPOLIS WIRE Richard Stone Mon. thru Sat 
ROCHESTER WHAM Hazel Cowles—"Women Only” Mon. thru Fri 
DENVER KOA Lora price— Home Forum” Mon. thru Fri 
SCHENECTADY woY Lennex—"Housenold Chats” Mon. thru Fri 
KMBC "The HapPY Home” ‘Tues., Thurs. Sat. 
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“I’ve the Perfect Recipe for 


my New Range after the war!” 
INCONEL SHEATHED HEATING UNITS 


The new post-war ranges will offer 
brilliant advances in design and 
styling. But the heart of the range 
—the heating unit—changes very 
little, if at all. Odds are that the ele- 
ment will be sheathed in INCONEL, 
like those now giving faultless serv- 
ice in hundreds of thousands of to- 
day’s electric ranges. 

The INCONEL SHEATHING has the 
unique property of withstanding the 
destructive oxidation that accompa- 
nies repeated temperature changes. 
Tough, strong, durable, it is im- 
pervious to the corrosive action of 
spilled foods, even when such action 
is stepped up by extreme heat. 

Now, all INCONEL is needed in 
the war effort. When peace-time 
conditions return, you can once more 
be sure of satisfying your customers 
by selling ranges equipped with 
INCONEL sheathed units. 





Ae INCONELSHEATHED 
NIT was heated wich a 
toreh almost to white heat. 





When almost white hot, it 
wes whisked into « tank 
of ice water. 








Then placed a metal 
block, the coils ¥ were ham- 
mered and pounded. 





Next, frozen in ice. Cur- 
rent turned on, it melted 
itself free 











foctocty, insulated, the 
INCONEL SHEATHED 
UNIT, hooked w nder- 
water, brought water to 
a boll. 





= 


ah ee —_ 
= it 
fectly 








INCONEL 


* * 


The International Nickel Company, Inc., 67 Woll Street, New York 5, N.Y. 
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Edwin L. Wiegand 


The board of directors of the Edwin 
L. Wiegand Co., manufacturers of 
Chromalox electric heating units, at 
their annual meeting recently, elected 
E. N. Calhoun, president of the com- 
pany. Edwin L. Wiegand, who 
founded the company 28 years ago, 


E. N. CALHOUN 


becomes chairman of the board. A. P. 
Wiegand was elected senior vice presi- 
dent in charge of manufacturing. 

Mr. Calhoun joined the company in 
1922 as a salesman and has held the 
offices of treasurer and general sales 
manager. The Edwin L. Wiegand Co. 
is the largest exclusive manufacturer 
of electric heating units and equipment 
in the country and maintains engineer- 
ing representatives in 25 principal 
cities throughout the United States. 


Norge Division, Borg-Warner 


John C. Buchanan, for nearly two 
years assistant plant manager, and the 
man largely responsible for the com- 
pany’s excellent war production, has 
been appointed plant manager of the 
Muskegon Heights plant of Norge 
Division of the Borg-Warner Corp., 





J. C. BUCHANAN 


it was announced by Howard E. Blood, 
Norge president and general manager. 
Mr. Buchanan succeeds Harry L. 
Spencer, resigned. 


Nash-Kelvinator 


Announcement of the appointment 
of Fred L. Black as special assistant 
to A. M. Wibel, vice president of 
Nash-Kelvinator Corp., was made 
today by George W. Mason, president. 

In announcing the appointment, Mr. 
Mason said, “Mr. Black will be ac- 
tively associated with Mr. Wibel in 
government contract and liaison work 
involving control of materials, and 
contract re-negotiation and termina- 
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tions.” Mr. Mason indicated 
that Mr. Black, because of hig 
experience in the automotive ig 
“will be of particular assist; 
overcoming the problems which 
sure to be involved in the t 
from war production to back-to 
time operation.” 

For 23 years Mr. Black was agp 









FRED L. BLACK 


ciated with the Ford Motor Co, ig 
public relations and advertising work, 
and for six years from 1927 to 1933, 
he was its director of advertising. 
From 1933 to 1940 he was director of 
Ford exhibits at the World’s Fair in 
Chicago and similar exhibits in San 
Diego, Dallas, Cleveland, San Fran- 
cisco and New York. 

Since leaving the Ford Motor Co, 
Mr. Black has been associated with 
the U. S. Department of Commerce as 
commercial agent for Michigan and 
later joined the Detroit Board of Com- 
merce to do industrial postwar plan 
ning. 


Philco Corp. 


Lionel M. Searle, for the past year 
manager of the Monroe Street plant 
of the Simplex Radio Division of 





LIONEL M. SEARLE 


Philco Corp., Sandusky, O., has bees 
named manager of the entire division, 
it was announced by John Ballantyne, 
president of Philco. 





Joined Philco in 1933 


Mr. Searle joined Philco in 1933 a 
a mechanical inspector in the factory 
engineering department, where bt 
assisted in the development of a sy* 
tem for classifying obsolete parts and 
materials for reuse, which has 
the company many thousands of 
lars. From 1935 to 1937 he was cot 
estimator for all Philco products. I 
1937 Mr. Searle went to Sandusky # 
assistant plant manager, and in 
he was named manager of the M 
- Street plant there. 



















Here are the stoves you've been 
hearing about. Don’t miss this 
opportunity to profit from them. 



































STIGLITZ STIGLITZ 
WA -AIRE WARM-AIRE . WARM-AIRE 
CIRCULATOR * WATER 
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ast year 
et plant 
sion of a a Has all the exclu- 
s exclusive sive features and Applies the principle 
Air Jet Carburetion advantages of the a saameie feed oe 
* standard model air jet carburetion to 
Saves 1/3 on coal plus water heaters. 
.. Exceptional beauty ® 
One firing lasts up of design Holds 75 lbs. of inexpensive toal. 
to 3 full days plus . 
we Deluxe enamel finish Offers abundance of hot water—at all 
Approved by municipal : plus eel times. 
smoke commissions Special home humidifier 


® 
One firing lasts from 1 to 3 days. 
“The most revolutionary stove im- Recommended for those who want ° 





provement of the century.” ‘something extra nice for their homes. —— to standard hot water storage 
° ao 

Cutaway shows exclusive features and Cutaway shows how it “heats like a Cutaway shows magazine, air jets and 

fine construction. furnace”—note humidifier, efficient water jacket. 




















These heaters, which are new in principle, have real appeal to consumers. They are time-tested—home-tested—proven 
satisfactory from Coast to Coast. They offer your customers EVERYTHING they can ask of an improved, modern heater- 


—Beauty, Performance, Convenience, Economy. 


To you the Stiglitz Warm-Aire S | IGLI | ‘ DL 
line offers: PROMPT DELIVERY— 





. 1933 a8 

— PERFORMANCE — EYE APPEAL — 4 Generations Of Manufacturing Heating Equipment 

rf a sy& 

asta MORE SALES. Write, Wire or Phone FURNACE & FOUNDRY co. 
as — - “The Oldest Stove Factory In America” 

é S for details on this outstanding line today. 

= -s 2007 PORTLAND AVE., LOUISVILLE, KENTUCKY 

dusky @ 





, Monroe MARKETED THROUGH LEADING DISTRIBUTORS * * * IMMEDIATE DELIVERY — SUBJECT TO GOVERNMENT REGULATIONS 
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Yes, they actually do it just this way! 











This time Laura Lovell 
goes to France to help you 
sell post-war washers 


7 the French equivalent of “This is the way we wash our clothes” 
these good people are appearing in Lovell’s ads in the Saturday Eve- 
ning Post and Good Housekeeping this month. They tell American women 
how lucky they are if they have modern washing machines equipped 
with Lovell Pressure Cleansing Wringers. And they are building a market 
for Lovell-equipped machines after the war. That’s where you come in, 


for you are the people who are going to sell them. 


In spite of a lot of talk about the radically different models which can be 
expected after the war, we think it-will take quite a while to get them 
ready for market. In the meantime the washers and wringers you sell will 


show only normal improvement over the ones you sold before the war. 


And the national adver- 
tising that Lovell is do- 
ing now will mean that, 
as always, the machines 
equipped with Lovell 
Pressure Cleansing 
Wringers will be the 





easiest to sell. 


Laura Lovell Says: There's nothing to rust or stain clothes 
with grease on a Lovell Pressure Cleansing Wringer—and 
you can prove it to your customer with a test like this! 
That's one of the reasons that a machine with a Lovell 
Wringer is about half sold the minute the Lovell name is 
mentioned. 





LOVELL MANUFACTURING COMPANY, ERIE, PA. 
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Hotpoint 


Geo. H. Smith, general sales man- 
ager of Edison General Electric Appli- 
ance Co., (Hotpoint) Chicago, has 
just announced the creation of two 
new field sales executive positions. 





A. A. BORGEMENKE 


A. A. Borgemenke has been ap- 
pointed regional sales manager of the 
eastern region, with headquarters in 
New York City and Walter H. Bon- 
durant has been appointed regional 
sales manager of the central region, 
with headquarters in Chicago. 

The eastern region will include the 
sales districts of Boston, New York 
and Philadelphia. Charles P. Myrick 
will continue as district sales manager 
at Boston. 

The central region will comprise the 
Cleveland, Chicago and Kansas City 
sales districts. L. E. Buxton will con- 
tinue as Chicago district sales manager 
and A. W. Peterson as Kansas City 
district sales manager. 

Mr. Borgemenke began his career 
with Hotpoint as a range and water 
heater sales specialist in the Cleveland 
district. Several years ago he was 
appointed district sales manager of 
the Philadelphia district and later 
became district sales manager of the 
combined New York and Philadelphia 
districts, with headquarters in New 
York. 

Mr. Bondurant also began his career 
in the electrical industry as a Hot- 





W. H. BONDURANT 


point sales representative in the Chi- 
cago district. After being promoted 
to assistant sales manager of the appli- 
ance division at the Chicago head- 
quarters office, he was made district 
sales manager of the Cleveland dis- 
trict, which position he occupied until 
his most recent appointment. 

The establishment of these regional 
sales managerships is a part of Hot- 
point’s planning for greatly expanded 
sales activities in the post-war period. 


Home Economics Director 


Miss Margaret Davidson, formerly 
household equipment editor of the 


Ladies’ Home Journal, has been ap-, 













































pointed director of home economic 
the Company effective October }, 

Miss Davidson directed edj 
work in the kitchens, law 
laboratory of the household depart. 
ment of the Journal, and wrote articles 
on related subjects. 





MARGARET DAVIDSON 





Previous to her connection with the 
Journal, Miss Davidson was home 
service director for the Cleveland 
Electric Illuminating Co. She was 
also a member of the editorial staf 
of Delineator. 


G. E. Lamp Dept. 


Bernard H. Sullivan, one of the 
electrical industry’s well known sales 
executives, has joined the general 
sales staff of G. E. Lamp Dept, 
it was announced at Nela Park head- 
quarters today. 

Mr. Sullivan will devote his talents 
to general sales activities of the G. EB 
lamp department. 

A native of St. Louis, Sullivan re- 
ceived his early education in that city 
and attended St. Louis University. 
For several years he was connected 
with the Commercial Electrical Sup 
ply Corp. of St. Louis. 

In 1922, he joined the sales staff of 
Westinghouse Electric & Manufactur- 
ing Co. in St. Louis and was asse 
ciated with the lamp department of 
that concern until recently. He held 
the post of assistant sales manager of 





BERNARD H. SULLIVAN 


the New York division for thre 
years, was advanced to district matr 
ager of the lamp division’s 
western division in 1931, was made 
manager of the middle-west divisio® 
Chicago, in 1938, and was ele 

to position of general sales manage 
of the concern in 1940. 


Emerson Radio 


Jerome Lee Herold, former assistaat 
departmental purchasing agent of 
Electronics Department of 
Electric Co., has joined the staff a 
Emerson Radio and Phonograph Com 
as chief purchasing agent. 
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TO THE RADIO INDUSTRY 


MISSION Bell ADIL 


ONE OF THE COUNTRY’S OLDEST 
SET MANUFACTURERS 


AND 


Miitchell-Atughes 


Custom Built 
nat ¢ CUSTOM BUILDERS OF RADIO-PHONOGRAPH 
liversity. 


onnected COMBINATIONS FOR ARTISTS AND CONNOISSEURS 
cal Sup 


| staff of 
nufactur- 


2s an HAVE COMBINED THEIR FACILITIES 


He held 


me AND MANPOWER INTO THE 


O dil 


RA DtIoO C 0 RP, 
3430 SOUTH HILL STREET +» LOS ANGELES, CALIFORNIA 


PRODUCING FOR VICTORY — PLANNING FOR PEACE 


As one of the country’s leading With a complete line of Radios 

builders of communications and and Radio-Phonograph combina- 

precision measuring equipment tions aggressively advertised and 
for the armed forces merchandised 
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TOP NOTCH 


Design! 


TOP QUALITY 
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Consbailien / 


TOP FLIGHT 
Saleability! 


TOP LINE 


EXubi. Appliances! 


Live Distributors—W rite NOW! 








YESTERDAY — Economaster 
Heaters—Top Line Fans and 
Appliances. 


TODAY—Happy Valley Chairs, 
Cinderella Step Stools, Moto- 
Home Utility Cabinets, Top Line 
Wooden Toys, Guns, Carts, 
Swings, and the Top Line Home 
Dehydrator. 


TOMORROW — All these — and 
NEW HOME APPLIANCES, 
TOO! 


Buy Whar Bonds ea 


Top Line Appliances tomorrow! 


ECONOMASTER IS THE TOP LINE HEATER 














"Art" Grove Leaves Hotpoint 
W. A. (ART) Grove, for 15 years 


director of advertising and sales pro- 
motion, Edison General Electric Ap- 
pliance Company (Hotpoint), Chi- 
cago, has joined the firm of Addi- 
son Lewis & Associates, Minneapolis 
advertising agency, as an account 
executive for Minneapolis-Honeywell 
Regulator Co. and other accounts. 
Before going with Hotpoint, Mr. 
Grove was connected with the Curtis 
Publishing Co. as advertising sales 
representative for the Saturday Even- 
ing Post in Chicago office territory. 





W. A. GROVE 


“Art” Grove is widely known 
throughout the home appliances in- 
dustry because of his active participa- 
tion in association and industry pro- 
motional activities. He has twice 
served as Chairman of the Plan Com- 
mittee of the Modern Kitchen Bureau 
and for five years was Chairman of the 
Advertising Committee of the Electric 
Range Section of NEMA. 


Pressed Metal Institute 


Appointment of W. W. Galbreath 
as executive vice-president of the 
Pressed Metal Institute is announced 
by George E. Whitlock of Mullins 
Manufacturing Co., president of the 
Institute: For many years president 
of Alliance Porcelain Products Com- 
pany, Mr. Galbreath is well known in 
the steel and stamped metal indus- 
tries. In his new post, he will give 
special directive to Institute post-war 
problems and planning. 

It is planned to hold frequent local 
meetings to consider both national and 
local industry problems, to exchange 
ideas and te pool data pertinent to the 
whole industry. 


General Electric 


H. L. Andrews, vice-president of 
General Electric’s Appliance and Mer- 
chandise department, announced re- 
cently that E. L. Feininger has been 
appointed to the executive committee 
of the company’s A. and M. depart- 
ment in Bridgeport. 

Mr. Feininger is stationed in Sche- 
nectady and is the manager of the 
Resin and Insulation Materials Divi- 
sion of the General Electric Co. 

The executive committee now con- 
sists of the following members: 

H. L. Andrews, chairman, C. E. 
Anderson, secretary, G. J. Chapman, 
W. S. Clark, J. H. Crawford, E. L. 
Feininger, R. H. Luebbe, C. M. Lynge, 
J. W. McNairy, W. H. Milton, Jr., 
J. P. Rainbault and A. C. Sanger. 
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Westinghouse Supply 


J. Clyde Williams, formerly 3 
ratus and supply manager {fo 
Westinghouse Electric Supply Co, 
San Francisco, has been ints 
manager of the company’s brand a! 
Tenth and Alice Sts., Oakland, 
Howard G. Brown, formerly 
to Mr. Williams, has been Tamed ty 
succeed him as apparatus and 
manager at the company’s San Fran 
cisco headquarters. 

Announcement of the two appoig 
ments was made by E. J. Duggan 
trict manager. 

A native of Grass Valley, 
Mr. Williams has been identified gig 
the electrical industry in San fF; 
cisco since 1906. Except for a year 
service with the U. S. Army durig 
the first world war, he served fro, 
1912 to 1923 with electric supply firs 
which were purchased by Westin. 
house in the latter year. He hy 
been affiliated with Westinghoy 
since that time. , 

Mr. Brown was born in Mendocim 
City, Calif., and entered the electric! 
industry in 1908 as an electrician fy 
an electric light and power company 
there. In 1918 he joined the sax 
staff of a San Francisco electrical sy. 
ply house which was purchased fy 
Westinghouse in 1923. He join 
Westinghouse Supply at that time 








Graybar Electric 


A. C. Lamperti has been appointed 
secretary and comptroller of Grayhe 
Electric Co., succeeding M. E. Wag. 


‘ner, according to an announcement by 


A. H. Nicoll, president. 

Mr. Lamperti’s 23 years with Gray- 
bar fit him well for this position. Bon 
in Vermont, he started with the com 
pany in 1920 as bookkeeper, served a 
accountant, and in 1930 received his 
appointment as senior auditor. h 
1933, he was made assistant secretary, 
and also appointed secretary, Em 
ployees’ Benefit Committee; in IM 
he was appointed general auditor. He 
has held these positions until bs 
recent appointment. 


G.-E. Electronics Dept. 


Howard W. Bennett has been. matt 
manager of the specialty division @ 
the General Electric Company’s Ele: 
tronics Department, according to # 
announcement by Dr. W. R. G. Baht 
vice president in charge of the & 
partment. In this capacity, Mr. Bet 
nett will be responsible for the emg 
neering, manufacturing, and sd 
operations of that division. 











PARKER H. ERICKSEN, formerly # 
charge of merchandising and advert 
ing of Bendix Home Appliances | 
South Bend, Ind., has been a 

director of sales, Majestic Radio & Tee 
vision Corp., Chicago. e 
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BRIEFLY TOLD: 


TSA’s November 1 adver- 
tisement in Life Magazine, 
featuring “The Suburban 
Home” with semi-circular 
kitchen and living room, 
is bringing in a flood of 
inquiries which promises 
to beat the outstanding rec- 
ord of previous TSA ads. 


* 


New “Suburban Home” 
folder, now being distrib- 
uted, includes detailed 
heating plan, floor plan, in- 
teresting notes by D. Allen 
Wright, architect. As a spe- 
cial feature, the Modern 
Kitchen Bureau of The 
Edison Electrical Institute 
has designed a modern ar- 
rangement for the semi- 
circular kitchen. 


* 


TSA dealers report an un- 
usual amount of consumer 
interest in current Timken 
magazine and newspaper 
advertising. Aggressive 
dealers are compiling val- 
uable lists of prospects 
planning to build new 
homes after Victory. 


* 


The next issue of Timken 
Heat* (Timken’s magazine 
for dealers and their em- 
ployees) will contain an 
authoritative article by Dr. 
W. V. Howard of the Oil & 


Gas Journal on “Explora-° 


tion Methods and Their 
Probable Effect on Future 
Oil Reserves.” Also a story 
on “Cleaning Oil Strain- 
ers” with complete infor- 
mation on the latest fac- 
tory-approved methods. 


* 


We have received many 
appreciative messages from 
dealers on our policy of 
maintaining a full staff of 
service representatives in 
the field during this emer- 
gency—another Timken 
service to dealers. 


* 


Less than 1% of 1% of all 
Timken users have sub- 
stituted coal for oil. An ex- 
cellent testimonial to user 
satisfaction, when you con- 
sider the pressure put on 
to substitute coal for oil. 


* 


Timken dealers really ap- 
preciate the simplicity of 
the Timken Burner when 
they try to keep less re- 
liable, more complicated 
burners in operation. 


*We’d like to send you a 
sample copy. Please write on 
ee and mention 








\e 


Good will 


shot to =- ===! 


You hear it every day — 

Can’t get the oil burner started . .. 
can’t get a service man ... don’t know 
what to do! 

But you seldom hear this about Tim- 
ken Silent Automatic. 

First, Timken Silent Automatic burn- 
ers are designed and built to require 
less service — and to be easy to service 
when something does go wrong. 

Second, Timken Silent Automatic 
dealers and mechanics know how to fix 
burners so they STAY fixed . . . thanks 
to factory training manuals and schools, 
backed up by expert advice from fac- 
tory field men, new printed service aids, 
and frequent factory mailings to Tim- 
ken owners. 

Right now, a new 16-page booklet is 


on its way to Timken owners all over 
the country, packed with suggestions 
on how to keep equipment in good con- 
dition and reduce the need for service. 

This interest in users’ welfare is earn- 
ing for Timken and its dealers one of 
the best reputations in the industry. 
Supported by strong advertising cam- 
paigns in magazines and newspapers, 
and the finest of selling tools, this public 
acceptance will help to sell a powerful 
lot of new equipment after Victory. 

There’s a long record of success be- 
hind the Timken franchise. We'd like 
to tell you how you can profit from it. 

After Victory, Timken will be ready 
with improved heating and air condi- 
tioning equipment and other new prod- 
ucts for the home. 


TIMKEN Sth, Atbnncithe 


Quality Home Appliances—for Comfort, Convenience and Economy 


Division of THE TIMKEN-DETROIT AXLE COMPANY, Detroit 32, Michigan 
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What is 
Sperti doing 


e in sun lamps? 





e in electronics? 
¢ in home appliances? 


Sperti’s manufacturing facilities are 
almost totally occupied with vital war 
assignments. 








But beyond Sperti, Inc. are world- 
famous laboratories devoted to scien- 
tific research, 

In these laboratories, scientists have 
made, and are continuing to make, 
basic discoveries which will serve 
mankind in the peace to come. 

Appliance distributors and dealers 
will find Sperti postwar products as 
satisfying to sell as they are profitable 
to sell. 

look ahead... 


look to 
I & 
pert Incorporated 


OHIO 











RESEARCH, DEVELOPMENT. MANUFACTURING - CINCINNATI, 



































In these days of serious shortages of mate- 
rials and trained service men, Clark dealers 
are especially fortunate in that the wide- 
area, low-temperature principle of this 
heater gives unusual freedom from trouble 
and the necessity for maintenance or re- 
pair. Yet should repair become necessary, 
they are equally fortunate in that an ade- 
quate supply of replacement parts makes 
it possible for us to give prompt service. 



























P.S. No, we are not making Clarks at this 
time — we are too busy helping keep 
Hitler, Hirohito, et al in hot water, but 
when the war is over we shall again be 
glad to supply your water heater needs. 














A Toastmaster Product —- McGRAW ELECTRIC COMPANY 
CLARK WATER HEATER DIVISION, 5201 W. 65th Street, Chicago 
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SALT LAKE CITY CONSERVICE SCHOOL. Appliance dealers from Idaho and 
attended the recent two-day "Conservice School” conducted by the Westing 
Electric Supply Company at the Temple Square Hotel, Salt Lake City. Sound 
films, charts and lectures were used to show how to get, adjust and replace cc 
how to replace units, how to adjust cabinets, hardware and accessories. 
ranges, washers, ironers and basic electricity were covered in the program. 
















Refrig 





Post-war Per Capita 
Purchases of $1,000 
Needed, Mitchell Says 


To provide the volume of business 
necessary to avoid disastrous unem- 
ployment after the war, every man, 
woman and child must make purchases 
of goods and services totaling at least 
$1,000, Don G. Mitchell, vice-president 
in charge of sales of Sylvania Electric 
Products Inc., told a group of electri- 
cal industry executives in Chicago 
recently. 

This tremendous volume, an increase 
of thirty-seven billion dollars over the 
peak peacetime purchases of 1929, will 
once more call into play the genius 
of the American salesman, now 
eclipsed by the demands of war, he 
said. 

“Unless we want to have millions 
of people walking the streets looking 
for jobs when this war is over, every 
man, woman and child in this country 
will have to buy $1,000 worth of goods 
and services, if industry is to be able 
to provide the necessary jobs,” Mr. 
Mitchell declared. “This will call for 
an annual output of 135 billion dollars 
worth of goods and services, compared 
to the total of only 98 billion dollars 
in the boom year of 1929, 


Sees Rationing Continued 


“Furthermore, this problem will be 
complicated by the fact that rationing 
or other controls of some type will 
unquestionably be continued for a 
while after the war, in order to avoid 
runaway inflation when savings now 
in war bonds are released for spending. 
That means that the production man, 
who has been all-important for the 
past few years and who has done a 
magnificent job, will step down as 
directing genius of American industry 
and hand over his baton to the sales- 
man.” 

Mr. Mitchell stated that the post-war 
development of the newer industries 
such as aviation and prefabricated 
housing would play an important part 
in maintaining this high level of ex- 
penditure. Of most promise, he said, 
is the electronics industry, which will 
find thousands of new jobs to do in 
manufacturing and transportation. At 
the same time, he scoffed at the exag- 
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gerated ideas that have grown y 
around this subject, declaring: 

“It would seem that we would & 
awakened by the gentle electron: 
rocking of our bed; arise to havea 
electronic shave and shower; be dri 
by standing for a moment under a 


. electronic ray. We would sit d 


to an electronically cooked breakiay 
and proceed through an electronicaly 
controlled day, from the automuti 
opening of the doors of our garage. 
helicopter hangar, to the walkie-talk 
conversation with the wife that we hi 
just met a couple of old friends at th 
club and would be a little late ix 
dinner. When we finally did get hom) 
we would be rocked to sleep as 
o_o lullaby machine. My advio 

: don’t hold your breath until that 
~~ arrives.” 


Cites Company Growth 


At the same meeting, which marke 
the opening of Sylvania’s new Chica 
warehouse at 1428 West 37th Stret 
R. H. Bishop, general sales manage 
of the Lighting Division, declared tl 
Sylvania’s rapid growth in the ra 
and lighting fields has placed the c 
pany first in the industry as produc 
of fluorescent fixtures, second in # 
production of radio tubes and fluores 
cent lamps, and third in the producti 
of incandescent lamps. 


Sylvania Atlanta Quarters 


Improved service to the war ind 
tries of the South will be afforded 
the opening of a new office and waft 
house in Atlanta, Ga., it was a 
recently by Sylvania Electric Prodotti 
Inc. Atlanta becomes the 26th Amer 
can city to acquire a major plast® 
this manufacturer of radio tubes, se 
electronic devices and both fluores 
and incandescent lighting equipmett 















Proctor Electric Goes 
to Newell-Emmett 


Proctor Electric Co., Philadelgiit 
Pa., announces the appointment o™% 
Newell-Emmett Company, New 
as their agency effecting all adv 
ing prepared for insertion during 
after January 1944. 
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a by a conditions is another invaluable chapter in York Heat 
h unt rt oil burner experience that began over 25 years ago. 


Developing oil burning units to stand-up under battle 


After our Army and Navy have settled things with 
‘owth 
hich marie 
aA , cag and domestic heating. Right now, York is planning the 
les manage finest oil-burning units in the history of the industry. 
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the “new order”, York will again go back to industrial 


York Heat dealers the name York Heat is being kept 


. YORK HEAT advertisements appear regularly in: 
Duarters 


ot AMERICAN Home House and GARDEN 
‘afforded y ° House BEAvuTIFUL Time (Canada) a 


e and wa Berrer Homes and GARDENS 
4s annount 
ric Product 
26th Amer 
jor plant & 


= S82 YORK HEAT 


equipment 


YORK HEAT 


es Division of YORK-SHIPLEY, INC., YORK, PA. 


Philadet 
tment of 
_ New Yoo 
all ad 
yn during 


PAGE 75 


ANDI ELECTRICAL MERCHANDISING==NOVEMBER, 1943 





































Free kw TERPRISE 


WHAT IS IT? HOW DOES IT 


WORK? 








O- is a free-enterprise economy the chief moti- 


vating forces of which are the prospective rewards 
for effort and risk-taking. Its smooth operation de- 
pends: first, on adequate incentives for risk-taking, inno- 
vation, and individual effort; and second, on sufficient 
competition to minimize the need for government regu- 
lation and to prevent artificially high prices or wages 


from being maintained in large segments of the econ- ° 


omy. Trouble comes when these incentives and this 
competition are tampered with or removed. 

America was founded by men who had the urge to 
better themselves and the courage to take a chance. 
These men uprooted themselves in Europe and braved 
the unknown. They risked all for freedom. They knew 
that, to be free, they had to attain economic freedom. 
Their goal was an economic freedom which permits the 
private ownership of property, the free choice of jobs, 
and free entry into entrepreneurial pursuits. Their ef- 
forts, therefore, were directed toward individual oppor- 
tunity with no limit on individual achievement. Their 
foresight and the endeavors of those who followed them 
created the world’s greatest industrial nation enjoying 
the highest standards of living. 

We can take pride in the knowledge that our country 
has been the greatest single contributor to the world’s 
physical assets even though we remember that an abun- 
dance of natural resources contributed materially to 
(America’s economic development. But the fact that our 
progress has been interrupted, again and again, by de- 
pressions which resulted in enormous wastes of our hu- 
man and material resources is sobering proof that our 
economic mechanism still is far from perfect. 

Our production per man-hour has been increasing at 
the rate of 242% per year. Improved machines and 
greater efficiency have more than tripled the output per 
hour of work since 1900. Looking to the future, this 
annual rise indicates that our production per hour of 
work will double in the course of the next 25 to 30 
years. This means that we can have twice our present 
volume of goods and services per capita or an equiva- 
lent combination of more production and more leisure. 
In other words, we can further increase the living stand- 
ards and further decrease the working hours of the 
American people by further intensifying our industrial 
efficiency. 

This is no idle dream. It can be achieved, and it will 
be achieved, if only we maintain the essential features 
of our system of individual enterprise which alone makes 
possible this near-utopian goal. Intensification of our 
efficiency, however, means that we can have full em- 
ployment only if we expand enormously our production, 
and particularly our production of new goods. We can 
expand total production only if we have the markets 
and the demands for the vast output of goods and serv- 
ices made possible by our technological development. 
To attain these, we will need to venture into new mar- 
kets, new inventions, and new methods. Such ventures 
involve risks, and risks will be taken only if there is 
sufficient prospect of reward. 

Let us never lose sight of the fact that the essential 
features of free enterprise are the prospective rewards 
for risk-taking as well as for effort. 

The evidence is clear that incentive methods of wage 
payments will boost production. Carefully devised sys- 
tems of salary payment with large differential induce- 
ments for superior performance have been powerful 
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means of raising the standards of managerial accom- 
plishment. 

Free enterprise cannot operate effectively unless the 
wage and salary system offers greater rewards for greater 
effort. Neither can it operate effectively unless the pros- 
pects for profit are sufficient to encourage the employ- 
ment of resources which otherwise would be kept idle. 

Unless the prospects of profit are superior to the 
prospects of loss, new ventures will not be undertaken 
and going concerns will not expand or continue long in 
business. When the hope for profits wanes, employment 
and production slump; when that hope revives, employ- 
ment and production recover. 

Business initiative must be given every possible in- 
ducement in order that maximum employment may be 
achieved through private enterprise. This involves the 
removal and avoidance of restrictions on business by 
government, by labor, and by business itself. 

Competition is the life-blood of the free enterprise 
system. Business and industry must rely upon efficiency 
rather than upon protection from competition for their 
survival. 

Those government controls which were made neces- 
sary during the war by the magnitude of government 
demands for goods should be lifted at the earliest pos- 
sible moment. As soon as the danger of inflation has 
receded, price controls must be removed and profit mar- 
gins again left free to be determined by market forces. 


The excess profits tax must be repealed and the burden - 


of other taxes on business profits greatly reduced. Tax 
laws should be revised so as to permit adequate rewards 
for assuming risks. The modernizing of anti-trust laws 
and their vigorous enforcement, not indiscriminate per- 
secution, will be supported by all who really want free 
enterprise. Such measures will strengthen the incentives 
to expand old businesses and to start new ventures. 

Grants of unlimited monopoly powers to labor unions 
which enable them, consciously or not, to sabotage the 
profit incentive in business must be withdrawn. Labor 
has certain legitimate rights; and in order to preserve 
them and its freedom, labor must come to realize that 
its best interests lie in a well functioning, self-disciplined 
competitive free-enterprise economy. 

There must be evolved in the minds of business, la- 
bor, and the public a recognition of the need for private 


business enterprise and a realization that policies which * 


throttle it are harmful not only to businessmen but to 
workers and consumers as well. Unless we achieve this 
understanding and avoid needless deterrents to business 
expansion, we are likely to pay for our folly in the de- 
struction of our free enterprise system.. 

We cannot tolerate conditions in which special inter- 
est groups in business, labor, agriculture, or politics pre- 
vent free access to the market by would-be competitors. 
Such monopolizing of opportunities stifles progress and 
creates profits or wage rates based on artificial scarcity. 
In such cases government interference to open the mar- 
ket to all comers is clearly indicated. We must recog- 
nize the need for constructive policies by business, la- 
bor, and government which will insure the competition 
necessary for the successful operation of our economy. 

Increased government regulation and control of busi- 
ness activities is not conducive to strengthening the 
virility of private enterprise. Government ownership and 
operation of productive resources certainly is not to be 
condoned. The more government rules and regulates 


— 
— 


business, the less will be the incentive to assume ris 
and to exercise individual initiative. Government 
lation of the detailed operation of industry inhibi 
progress, is prey to political pressures, and is subject to 
the human failings of its administrators. Better far the 
rough guidance and justice of vigorous, though some. 
what imperfect, competition than the uncertainty of 
arbitrary regulation. 

The gravest threats to our competitive system exis 
in legalized monopolies, such as the N.R.A. once com. 
prised, such as the labor unions and farm groups have 
recently achieved, such as businessmen themselves haye 
sometimes sought. The power of labor monopolies to 
encroach on business profits will tend to interfere ser 
ously with the needed flow of new investment. And 
when any group is strong enough to move the average 
level of costs as much as the labor groups and the fam 
groups are able to do, there is good reason to fear that, 
when we begin to approach high levels of employment 
and production in time of peace, these groups will in 
duce a price-wage spiral which will waste money it 
comes on price increases instead of permitting them to 
draw unemployed resources into production. While the 
demands of labor for collective bargaining rights and 
the demands of farmers for protection against the rigos 
of depression have validity, there can be no reason for 
excessive grants of power and privilege which threaten 
to make our system of free enterprise unworkable. 

Ours is a complex economic structure. The functions 
which prices, income, savings, investments, and taxes 
play in this system are difficult to comprehend. 

As I have said before: Thinking is hard work, and we 
will have to work hard if we are to develop busines 
policies, labor policies, and government policies which 
will insure full employment and the opportunity for 
consistent profit. Yet only through such policies can we 
guarantee that private enterprise will be the predomi 
nant source of jobs, income, and production. 

Even more difficult than thinking, and more impor 
tant, is the implementation of many policies that ae 
in the interest of the free enterprise system. Not al 
measures will satisfy all people. Special interests wil 
have to be subordinated to the total interests of the 
nation. Sacrifice and vision have been essential to the 
winning of the war. They will be no less essential to 
the winning of the peace. 

If we can gain recognition of the crucial role of it 
centives for enterprise, if we stand squarely for com 
petition and against protection or privilege for special 
interests, and if we bend our efforts to find satisfactory 
ways and means to prevent large-scale unemployment, 
we can have the full benefits. which only a free enter 
prise system can produce — in industrial progress, in mit 
proved standards of living, and in the preservation of 
our democratic ways of life. 





President, McGraw-Hill Publishing Company, 1a 
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WESTINGHOUSE CHECK 
CHARTS FOR STOKERS 


Operating and maintenance hints for 
efficient operation and minimum outage 
are listed in two new Check Charts for 
Single-Retort and Multiple-Retort 
Stokers announced by Westinghouse 
Electric and Mfg. Co. 

The new check charts, designed to 
make regular and thorough inspection 
of stokers easy, are heavy cardboard 
approximately 16 x 21 inches. First 
items to be checked are instruments— 
draft gauges, steam and feed-water 
meters, steam-flow and air flow meters. 
Air requirements are considered—too 
little air and too much fuel wastes heat 
of partially burned fuel, causes smoke ; 
too much air and too little fuel wastes 
heat, requires more coal and produces 
more ash. 

Other maintenance hints given in- 
clude the following: See that draft is 
adequate; spread fuel evenly and to 
proper depth. To protect grates keep 
some ash to act as an insulator, but 
remove as fast as new ash is deposited. 
Examine boiler and furnace structure 
for possible leaks (charts list places 
where leaks may occur). 

For both link-grate and dump-grate 
stokers, the charts give quick facts on 
starting the fire, maintaining fuel bed, 
dumping ash, banking. 

The new check charts for single and 
multiple-retort stokers may be secured 
from Department 7-N-20, Westing- 
house Electric and Mfg. Co., East 
Pittsburgh, Pa. 


DIRECTORY CLASSIFIES 
ELECTRICAL FILMS 


A new type catalog directory, classi- 
fying a wide range of visual training 
aids now available to the electrical in- 
dustry, is announced by The Jam 
Handy Organization, 2900 E. Grand 
Blyd., Detroit (11), Mich., and will be 
sent free upon request. 

By a new system of indexing, cross- 
indexing, and classifying many varied 
teaching slidefilms and motion pictures 
for electrical training purposes, the in- 
structor is enabled to quickly locate the 
subject wanted—by a mere flip of the 
page. In addition, “previews” of each 
slidefilm and motion picture are pro- 
vided in the form of large, vivid illu- 


strations reproduced directly from the 
film themselves. 
WESTINGHOUSE 

Controlled temperature, humidity 


and air cleanliness means uniform qual- 
ity, precision, fewer rejections and 
ter production, according to a new 
booklet on air conditioning and indus- 
tal refrigeration, announced by West- 
inghouse. The booklet shows how air 
conditioning and industrial refrigera- 
tion solves production problems in 
many applications, The booklet illus- 
Wates and describes the Hermetically- 
sealed compressor, traces its develop- 
ment from 1932 models to the present 
“gn, and includes explanations and 
Tams concerning principles of air 
Conditioning and illustrates Westing- 
eS complete line of air condi- 
and industrial refrigeration. 













Selling Features: 


CONTAINING 12 INDIVIDUAL PACK- 
AGES, this new Silex No-Cloth Filter 
counter display carton is being dis- 
tributed to the trade by Silex. Made 
of white moldex this filter fits most all 
makes of vacuum glass coffee makers. 


ARMCO 


Useful data for product engineers, 
designers, architects and others inter- 
ested in the use of porcelain enameled 
iron are presented in a booklet just 
published by The American Rolling 
Mill Co., Middletown, Ohio. Draw- 
ings illustrate “do’s” and “don'ts” of 
designing products to be porcelain 
enameled; engineering information on 
chemical resistance and physical prop- 
erties of porcelain enamel; and a brief 
explanation of the methods of making 
porcelain enamel are among the fea- 
tures of this booklet entitled “Porcelain 
Enamel, the Lifetime Finish.” 








SIMMONS Gyrator Bed . 


Simmons Co., 383 Madison Ave., 
New York City 


Device: Pulsating box spring, designed 


to stimulate circulation, relax the en- 
tire body, relieve tiredness and fatigue. 
Motor contained 
in box spring; 120 volts, 60 cycles, 
a. c. only; gyratory motion actually 
is projected through box spring, 
through mattress and through body 
in contact with bed, establishing a 
passive but very definite form of ex- 
ercise somewhat in nature of in- 
ternal massage; recommended use 20 
to 30 min. before ‘retiring and upon 
awakening—can also be used 10 to 15 
min, during daytime before meals. 


Price: Box Spring and mattress, $99.50. 


—Electrical Merchandising, Novem- 
ber, 1943. 
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Literally an 





































Ounce of Prevention 


ARELY an ounce of metal—but it’s shaped into 

a key that literally locks out trouble—especially 
with active youngsters like ours. It’s the Safe-Tee-Kee 
that locks the gas off when the range is not being used 
—safe against prying young fingers. It gives our Grand 
Range an extra measure of safety. And now gas can’t 
escape or burn needlessly. There’s no risk of danger, and 


no waste of precious fuel. , | 


Yes, the Safe-Tee-Kee is a key to peace of mind for 
me. It’s just one of a dozen | 
reasons why there’s no range 
that could ever take the place 


of this one in our home... 








except another new Grand. 


WHEN PEACE COMES...IT WILL BE GRAND 


G 
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Start now to plan 


for Post-war 


Heating Sales 


After this war, countless electrical 


for 15 years, will again be able to 






OR W/ 
doing 














orp. wat 
appliance dealers will resume the supply you. (Production now going as usin 
ee ee oe ee VACULATOR SERVES AT SEA—Coffee helps break the tension after the Battle of thy me! it co 
oil-burnin eating equipment. i i © S . ‘ th 
Ochess will eaberk yi ol oo anit peoyects.) Komandorskies, March 26, 1943, when the warship returned to port. Left to right: Liew, #9 of 


chandising for the first time. The 
point is that right now is none too 
soon to begin to plan for those extra 
profits. 


After the war, H. C. Little Burner 
Co., leading manufacturer of domes- 


SO ... we're doing our postwar 
planning right now, are going to be 
ready for the biggest market in the 
history of the oil heating industry. 
Before you turn this page, dictate a 
letter outlining your plans and re- 
questing our ideas. Let’s go after 


R. W. Gillette, USNR, Pasadena, Calif., torpedo officer of one of the destroyers that 
joined the battle; Comdr. W. S. Bilter, USN, Norfolk, Va., executive officer of another 
participating vessel; Lieut. Comdr. D. D. Hawkins, USN, Berkeley, Calif., navigator, and 
Captain B. J. Rodgers, USN, Pittsburgh, Penna., commanding officer of the same ship, 


Oficial U. 8. Navy Photograjh 
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tic oil-burning heating equipment that postwar market together! Conce 
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HOME OFFICE: . Merchandisi he “R 

San Rafael, California in Post-War erc an Ising é ; 

BRANCHES IN “Utility companies must provide dealer subsidy type, it met ready ac- ag 

PRINCIPAL CITIES leadership in post-war sales activities ceptance on the part of the dealers oe 

2 - that will assure customers the best when introduced, but in most cases de beginnit 
possible household appliances and max- __stroyed the initiative and value of the Beh fre 

imum performance,” B. A. Seiple, vice dealer.” wy coe 

president in charge of sales for the Jer- as an 

sey Central Power and Light Co. told Carmin 

leaders of the gas industry at their erchal 

annual convention held recently at the Selec: 


"U Plan for V-Day" foe 
Getting Big Play ppear 


by the 

Although announced to the trade the 
only last month the “U” Plan for = 
“Vv” Day, Landers, Frary & Clark's Lenture 
plan for helping dealers prepare for The 
post-war selling while helping their 


Hotel Jefferson, St. Louis, Mo. Mr. 
Seiple is chairman of the residential 
section of the American Gas Asso- 
ciation. 


“Utility Must Promote” 


War is focusing attention on pro- 
duction, Mr. Seiple said, but peace will 


” 








Now serving the Allies 


. . ae will be 
in the world battle for focus attention on selling. In anticipat- business now . . . has aroused co Bin |. 
a ing post-war sales activity, utilities siderable attention among distributors B.4 .. 

emocracy must realize that utility service can and dealers from coast to coast, accor Bi. oy 


only be fully utilized when more and 
better appliances are connected in cus- 
tomers’ homes, Mr. Seiple declared, 
and that the utility company, therefore, 
must accept full responsibility for the 
promotion of appliances and equipment, 
whether it merchandises_ directly, 
through dealers, or both. 

“To bring about a full and com- 


ing to reports received from Univer “Phil 
sal executives. Radio 

Brochures further explaining the urs 
plan are now being mailed to dealets Bay.04 
throughout the country and daily hum try,” i 
dreds of requests by wire, phone and lining 
mail are pouring into Universal dis Bi; the 
tributors and the factory. Because & Bye. , 
the interest created among the trade, Bh, ne 


Nichrome will 





available to serve 


you in the later 





battle for business. 


DRIVER-HARRIS CO. 





plete understanding with independent advertising schedules have been pushed throug! 
HARRISON, N. J : 8 
dealers, we must first erase the old ahead and arrangements are now being responc 
concept that utilities merchandise only completed for a series of “U” Plat especia 
for load building and without regard to meetings from coast to coast. board | 
profit,” Mr. Seiple said, “We must, A free point-of-sale promotion pack- the pr 
instead, emphasize the need for mer- age will be ready for shipment @ partici 
chandising on a profitable basis, since November and will be sent to Various 
when this is the basis for utility sales dealers tieing in with the “U” Plas artists 





activities, then, and then only, is real 
dealer cooperation possible. Too fre- 
quently in the past have some com- 
panies gone before dealers with what 
were termed dealer cooperative plans, 
but which were in effect either dealer 
competitive plans or dealer subsidy 


for “V” Day campaign. Mr. C; 
This promotion kit is designed © B Say, 
identify each dealer with the natiot Phileo 
advertising and to assist him in telling charge 
the story of the “U” Plan for “V” DaY Bhany, 
to his customers. It contains mile 
cleverly designed sales helps W 
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° “When the plan was a dealer com- program. Such items as store bat ' 
A petitive plan it created dissatisfaction ners, window displays, decalcomania 9M Fe 
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among the dealers and caused them to 
complain that they could not stay in 
business so long as the utility mer- 
chandised. When the plan was of the 


counter cards, dealer-consumer 
lists, newspaper mats and bond 
ers along with a consumer 

are included in this assortment. 
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OR WASHERS HELP ARMY TO CLEAN UP IN ITALY—Uncle Sam's Army is famous 
doing the unexpected, but the Hurley Machine Div. Electric Household Utilities 
orp. was really taken by pleasant surprise when the accompanying photo showing 
nks using Thor machines in Italy appeared in numerous U. S. newspapers recently. 
ll it coincidence—or what have you—but just a scant week before marked the begin- 
g of the new Thor national newspaper advertising campaign. 



























Philco to Sponsor 
"Radio Hall of Fame” 


Conceived with the purpose of creat- 
ing a series of “Academy Awards” 
jn radio for the first time, a new kind 
of broadcasting program to be called 
e “Radio Hall of Fame” will pre- 
sent the outstanding performers of 
radio, stage, screen, concert, night 
lubs and music fields, in a full hour 
of entertainment for the radio audience 
beginning Sunday evening, December 
Sth, from 6 to 7 P.M. E.W.T., over 
ithe coast-to-coast Blue Network, it 
as announced today by James H. 
Carmine, vice president in charge of 
erchandising for Philco, the sponsor. 

Selection of the stars who by their 
performances have won the right to 
ppear on the program will be made 
by the editors of Variety, long known 
as the “Bible of the Show Busi- 
ness.” This will mark Variety’s first 
venture into broadcasting. 

The “Radio Hall of Fame”, which 
will be on the air for a full 52 weeks, 
will originate in New York, Holly- 
wood and other large cities throughout 
the country. 

“Philco's objective in sponsoring the 
Radio Hall of Fame’ is to establish 
a radio equivalent of the Academy 
Awards in the motion picture indus- 
try,” Mr. Carmine explained in out- 
lining the new program. “Selection 
ot the outstanding stars chosen each 
week to appear on the program will 
be in the hands’ of Variety, which 
through its board of editors and cor- 
Tespondents throughout the country is 
‘specially well qualified to act as a 
board of awards. While sponsoring 
the Program, Philco will in no way 
Participate in judging the quality of 
various performances or in selecting 
artists to appear on the program.” 
Mr. Carmine said. 

Sayre M. Ramsdell Associates Inc., 
Philco advertising agency, will be in 


— of the program for the Com- 
ny, 


230,000 Ice-Boxes 
ln Fourth Quarter 
WPB has authorized the manufac- 


ws of 230,000 domestic ice refrigera- 
‘during the fourth quarter, but has 





limited the amount which may be pro- 
duced in labor shortage areas or those 
in which a shortage may be expected 
within six months. Actual production 
under this quota will depend on de- 
mand. The new quota is somewhat 
less than that allowed during the third 
quarter. 


Robertson Sees 
Quick Conversion 


Completion of plans for the recon- 
version of Westinghouse facilities will 
enable the company to resume manu- 
facture of electric appliances “within a 
few weeks after the war,” A. W. 
Robertson, chairman of Westinghouse 
Electric and Manufacturing Co., an- 
nounced recently at the company’s an- 
nual conference of officers. 

Mr. Robertson stated that company 
officials felt that the necessary re- 
adjustment period should be no more 
difficult than the nation’s adjustment to 
wartime conditions, that the pent-up 
demand for goods will be “unpre- 
cedented” and that purchasing power in 
cash, bonds and credit will exist as 
never before. 


Ready for Change 


While the company’s electric ap- 
pliance division has been converted 
completely to war, its production men 
have planned the present manufactur- 
ing layouts so that they can be re- 
arranged quickly for mass production 
of appliances. Since tools and dies are 
available, Mr. Robertson said, “we will 
be able to resume production of elec- 
tric appliances for the home, such as 
electric refrigerators and ranges, with- 
in a few weeks after the war.” 

No revolutionary changes in design 
in electric appliances are anticipated 
during the first year of peace, he added. 
This branch of the industry, he con- 
tinued, will be concerned chiefly in 
meeting the public’s immediate de- 
mands. 

“Our planning,” Mr. Robertson ex- 
plained, “is being done with the aim 
to keep our expanded production 
capacity occupied after the war, so far 
as possible, so that we can provide 
work for the greatly increased num- 
bers the company employs.” 
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GAIN TIME 


ship early in day ! 


Mr. Brown: When’ll this order 
reach the consignee? 





Expressman: Let’s see. It’s not 
ten yet. About five this after- 
noon. Same day delivery 800 
miles away is easy, when you 
ship early by AIR EXPRESS. 














OF course, AIR EXPRESS is by far the fastest form of 
delivery — direct by air or by rapid air-rail service 
between thousands of points in the United States 
and foreign countries. Yet precious time is often 


lost through the old pre-war habit of accumulating 
shipments for pick-up at the end of the day. 


So to gain time—to avoid heavy, peak-hour traffic 
that may delay your shipment—ship as early in the 
day as possible, so we'll be able to utilize the cargo 
capacity of all scheduled flights. This 3-mile-a-minute 
service is available direct to more than 350 U.S. 
cities and to scores of foreign countries. 


AIR EXPRESS RATES REDUCED 


As a result of the great volume of Air Express traffic created 
by wartime demands and the increased efficiency developed 
to satisfy these demands... Air Express rates within the 
United States have been substantially reduced, in some 
instances as much as 12}2%, depending on the weight of the 
shipment and the distance it moves. Consequently, shippers 
nationwide now save an average of 102% on air cargo costs. 


NOTE TO SHIPPERS: Ship Early —as soon as shipment 
is ready —to assure fastest delivery. Pack Compactly 
—to conserve valuable space. 


ASK for our new 1943-44 CALENDAR-BLOTTER. Write 
Dept. PR-12, Railway Express Agency, 230 Park 
Avenue, New York 17, N. Y. 











Gels there FIRST 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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DELIVERY ? RATING? 


HERE'S THE INFORMATION ON 
THESE SIGNAL PRODUCTS 


Telegraph and 


Wireless Keys 
R-48 key 
In addition to our government contracts for Wireless and Telegraph 
Instruments we have a factory stock of most all of these items for 
immediate shipment on orders with AA-5 or higher rating. 





if you are not getting our 
weekly factory stock list 
send for your copy. 


SIGNAL PORTABLE ELECTRIC DRILLS 


OB-8 light duty %", OB-4 standard duty %” and 
OB-5 standard duty %2”... are obtain- 

able on A-9 or higher rated orders. 

Delivery on OB-8 at once, OB-4 and 

OB-5 in thirty days. 











VENT AND EXHAUST FANS 


Ventilating and exhaust fans, available on orders 
as follows: 10” through 16”—AA-4 or higher rating. 
Send approved Form WPB-1319 (formerly PD-556). 


m 18” through 24”—AA-5 or higher rating. 


SIGNAL ELECTRIC MFG. CO., Menominee, Michigan 


Offices in all Principal Cities 

















Firestone 


rbuuounces 


A CHICAGO BUYING OFFICE 


Mark This 
Address 


Suite 1486 


MERCHANDISE MART 
PHONE SUPERIOR 3604 





THE FIRESTONE TIRE & RUBBER CO. 
AKRON, OHIO 
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Pasch Lists 
Sore Spots 


“ NE of the grave evils of the 

past,” writes D. R. Pasch of 
Pasch Radio Stores, Inc., Milwaukee, 
“has been the selling of merchandise 
on the part of the wholesale houses to 
most every Tom, Dick and Harry; an 
owner of a garage or thousands of in- 
dividuals who have received purchase 
orders through their factory office. The 
dealer is definitely entitled to this busi- 
ness. Another thought is the elimi- 
nation of establishing dealerships 
among stores that use the appliance 
business primarily as a side issue and 
are satisfied to sell this merchandise 
at very small profits just to add to 
their volume. There has been in the 


| past a very small percentage of deal- 
| ers who welcomed and solicited factory 


worker purchases and have encouraged 
same by the issuance of generous dis- 
counts. It seems to me this situation 
should be eliminated to make for fair 
play among all dealers. After all is 
said and done it goes back to my origi- 


| nal argument that if people are so 
educated they will purchase their mer- 
| chandise wherever they desire and pay 


the legitimate standard price. 

“The trade-in evil is another item 
which should be seriously considered. 
Since people have learned in the past 
year or so that there are no trade-in 
allowances, if at all possible, this situa- 
tion should be cleaned up at once, 
and if there should be a trade-in 


| allowance, all dealers should have the 
| same standards on which to work so 


that dealers can all be in a position 
to sell merchandise at a fair profit. 

“Last but not least, with overhead 
very costly, there should be an elimi- 
nation of this continuous advertising 
of low price service, such as $1 a call. 
Legitimate dealers know that in order 
to give people proper service a small 
charge of this amount can never take 
care of the expense. It is a worthwhile 
feature to think about.” 


Racketeering 
in Appliances 


REYING upon the fat pay en- 
velopes and credulity of the work- 


| ers in the busy war industries of Los 


Angeles, various racketeers have de- 
veloped schemes for getting rich quick 
at the expense of the public, according 
to a report recently published in the 
Wall Street Journal. 

One of these rackets involves ap- 
proaching individuals who have used 
appliances for sale. Without asking 
for the price, the would-be purchaser 
offers a large sum, such as $125 for 
the washing machine, or refrigerator 
as the case may be. The victim, un- 
familiar with OPA regulations, is usu- 
ally glad to accept the offer. Later he 
is called by the buyer who informs him 
that he has looked up the ceiling price 
for the article in question and finds 
that it is $19.50, or some such amount. 
He demands from the seller three times 
the excess over the ceiling price, or 
$316.50. It has been revealed that the 
same individual has figured in a num- 
ber of such cases, and has in a number 
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of instances collected substantial 
incidentally keeping the 
“purchased”, which he later dispogs 
for his own benefit. 

Dealers are equally  yulnep 
under OPA regulations, which eg, 
lish a minimum fine of $50 which », 
to any person who can prove that 
has been charged more than the cei 
price for any article. The system hp 
is for the buyer to acquaint hime 
with ceiling prices and then to sexy 
carefully the stock of a store unti 
finds an item which does not conto, 
to regulations. In a large stock, it; 
quite likely that some individual it. 
may have been overlooked. He th 
purchases the item in question and, 
tains a receipt, later applying to ¢ 
manager for the $50 due him 
threatening unfavorable publicity 
the store if denied. 


The electrical industry is, of cour 


not the sole channel through whi 
these frauds are perpetrated, althou 


certain gyp practices were also n 


ported from unscrupulous radio a 
electrical repair workers. Oth 
swindles involved “plastic pain 
nylon hose and other items of speqi 
interest to war workers. 


Walkie Talkie Has | 


Civilian Future 


“SHAT a device which will pem 
wireless conversation up to 
distance of one mile, and operate fr 
batteries, has a place in civilian life 
the opinion of the Jefferson-Tra 
Radio Mfg. Corp., New York G 
and other firms who have played! 
the manufacture of the walkie-talk 
used by the military. Weighing fm 
8 to 20 pounds, and expected to 
from $50 to $150, it is easy to to 
about and can be used in both ho 
and industrial life. Already it l 


been employed for inventory purpos 


by guards, and other outdoor folk 
On the farm it has the old dinner k 
beat hollow. 

Coming of such a device was fored 


before war closed down by Philer 


gadget that permitted selecting a % 
tion from the easy chair and by! 
Zenith Radio Nurse. The lightnes 
and portability of the walkie-talkie 
expected to give it its boom. 


Picture Frames Pay 
HE boys going off to war ll 


promoted a small boom in the pif 


ture business and the Burbick Han 
ware Store of East Liverpool, U# 
has found it a profitable side line 
supply frames for these photogral 
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Prices run from 29¢ to 69¢, and [fort 


department ties in with cameras. 


A side line to the camera cep 


ment, says Don Burbick, is the ® 


rental department. Sports, com 


news and other subjects are st 


8 and 16 mm. sizes and are rentee™’ 


to members of a camera club in# 
tion to the public. 

Learning that a local club was 
ing up archery, Don Burbick 
to put in some archery goods and¢ 
pects to do some business on this ™ 
line the coming season. 
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tem he OMORROW’s home lighting will 
himsd probably begin with new equip- 

0 Stari ment for the estimated one million new 
until $6,000 class homes per year. If a re- 
Conlomis wiring scheme can be worked out with- 

ck, iti out too much expense for the 50 per 

tal item ont of our present residences that are 
He thal nore than 50 years old, then the mod- 

| and HE ernization of at least half of our pres- 

& to WE ent homes would be the next step. Re- 

him Mi member that half of our homes were 

licity ft wired before there were any electric 

refrigerators, ranges, washing ma- 

of Cou chines, vacuum cleaners, or aircondi- 

hh whidll toners. 

althoug 

also 


Trend Toward Comfort Lighting 




















The tendency seems to be toward in- 
built or architectural lighting equip- 
ment and away from exposed bare lamp 
bulbs, this being made easier by the 
fluorescent lamp. Fluorescent lamps in- 
cidentally, are satisfactory today for 
work places in the home and after the 
war the resumption of production on 
softer colors more complimentary to 
the complexion will likely extend the 
fluorescent lamp into almost every part 
of the home, including curved shapes 
for floor portables, or baby sizes for 
luminous faced clocks, the telephone, 
the stairways, house ‘numbers and all 
manner of ornaments. Miniature fluo- 
rescent lamps now classified as “war 
babies” such as used in the cockpits of 
bombers, special signals and markers 
will add to the variety for tomorrow’s 
home services. 

We may expect tomorrow’s lighting 
levels to be raised because the citizen 
who has worked in the war factory un- 
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fi: folgo*® 50 footcandles of light will scarcely 
tinner Mf be content at home in the evening under 
5 footcandles. Moreover when the in- 
as fora dustrial worker discovers that more 
Phil fan half of the employes, old and 
Hing a st young, have defective vision, he will 
nd by tag ** t0 it that one of the large contrib- 
light utory factors to bad eyesight namely 
“talkie bad home-lighting, is remedied. 
Emphasis Should Be On Convenience 
Lighting in tomorrow’s home should 
be more flexible than today. This 
means a plurality of switches and cir- 
cuits to give different intensities and 
) war MiBdifferent colors in many rooms, thus 
in the ps effecting what has been termed mood 
bick Ha"Bconditioning. Pictures on the wall may 
pool, Um me luminous panels; television; 
ic ultraviolet duplication of sunlight; or 
otog 


z invisible radiant heat for bodily com- 
%¢, and "fort will all be parts of the lighting 
imeras. system, 


era d fal The heat lamp or infra-red drying 
is the Mi lamp wil! probably graduate into the 
ts, me where it will become a supple- 
e “a | mental or spot-heater. Such heat lamps 


may be employed above the bed, flush 


omit 
‘ 






lub in 0% With the floor, or built into a portable 
l for local comfort. 

a Sterilamp is indicative of an- 

‘ck hastel 


é home lighting adjunct because 
Peculiar kind of ultraviolet will re- 
infectious diseases, help preserve 
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A look at Tomorrow's Home Lighting 


By S. G. Hibben 


Director of Applied Lighting 
Westinghouse Lamp Division 


foods, control odors, sterilize surface 
wounds and in general tend to make 
life longer as well as sweeter. 

The cost of home lighting is prob- 
ably not a consequential factor because 
the average residential lighting bill in 
the city is about $34 annually, while in 
the country the farmer with more ap- 
pliances pays about $40 annually. Ac- 
tually for about 10¢ per day, we get 
home electric service (including appli- 
ances) that is about the equivalent of 
having a horse work hard for about 
four hours each day. Most housewives 
in this servantless period know that it 
is no fun to work like a horse and there 
will be no difficulty in selling the idea 
of comfort-making and time-saving de- 
vices in tomorrow’s homes. 

Tomorrow’s home lighting ought not 
to develop much if any higher lighting 
bill than today. If we do as well as we 
know how to do right now we could 
get about twice as much light for the 
same cost through the following means: 


I—Larger sizes of copper wire which in 
many cases is overloaded and is 
soaking up 5 to 10 per cent of the 
electricity uselessly. 

2—Keep lamp bulbs, lamp shades, re- 
flectors, and accessories really clean. 

3—Think about the absorption of light 
in dark colors of paint and dark in- 
terior decorations. 

4—Throw away the old blackened lamp 
bulbs which really have degenerated 
into electric heaters. 

5—Buy and use only well established 
brands of bulbs, remembering that 
before Pearl Harbor there were 
among others some 10,000,000 Jap- 
anese made lamps of inferior quality 
that were sold in this country under 
some camouflage name. 

6—Reduce the cost of lamp bulb re- 
newals and enjoy gain in lamp effi- 
ciencies by replacing several smaller 
lamps wherever possible with one 
large one. 

7—Buy and use lamps made and marked 
at the voltage which the electric light 
company supplies your home. 


More Imagination Needed 


We need more lighting imagination 
and good wiring not so many more 
lighting tools. The copper cobweb wir- 
ing standards of the Gay Nineties 
should no longer be acceptable if we 
think in terms of doubling the electric 
consumption every ten years. The light- 
ing specialist today has nearly 5000 
different kinds and types of tungsten 
filament lamps to chose from and to- 
morrow’s lighting fixtures need no 
longer be limited to miniature suns im- 
prisoned in glass bottles supported by 
imitation candles or writhing arms of 
brass, or small bathtubs hung from the 
ceiling by dog chains or reflectors that 
serve little purpose other than catching 
dead flies and falling dust. We know 
how to make America a gloriously elec- 
trified nation of homes, so it is not too 
soon to make up our minds that we are 
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Through many years of manufacturing kitchen equipment for 
the American home, “‘A-C”’ learned the hard-to-learn ‘‘know- 
how”’ of production. Learned it through Applied Concentration 
to the job at hand . . . and sticking with it. 


Our job at hand now is in making jeep bodies, airplane wings 
and other parts. That takes Applied Concentration of an in- 
tense degree. 


Comes the day when the nightmare of war is ended, A-C’s 
Applied Concentration will convert our expanded manufactur- 
ing facilities to the kitchen and refrigeration requirements of 
industry and the home. That’s a promise! 


AMERICAN 
CENTRAL 


MANUFACTURING CORPORATION 
CONNERSVILLE - INDIANA 





going to do it. 
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MANUFACTURERS TO INDUSTRY AND THE AMERICAN HOME 
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Suppose the war} 











5 MEN STOPPED IN OUR OFFICE LAST THURSDAY 


Mr. Francis was first. He represented a manufacturer interested in entering the washer field. At 
the moment he was looking for a design engineer to go to work on postwar models. 
Then there was Mr. Harrigan. He was from an old-line hardware outfit. His firm had no defi- 
nite ideas on what appliances they wanted to make, if any, but he wanted all the 


available data he could get on markets. 


Next, an agency man, Mr. Adams. He was making a refrigerator investigation for a client and 
wanted to check with us at “appliance headquarters” for counsel. 


Right after lunch Mr. Lawrence called. His company is a highly respected merchandise house that 
has never handled appliances, but now believes that in the postwar appliances will 
play so important a part no home merchandising institution can ignore them. 

Late in the day Mr. Palmer, a successful Pacific Coast automotive distributor, sent in his card. 
He was exploring the possibility of obtaining distribution rights from some new or 
established appliance manufacturer for an exclusive territory. 


..-here’s what their visits mean to you 

Thursday could have been any business day here at 
ELEcTRICAL MERCHANDISING. Sometimes there 
are five callers . . . sometimes only one. But always 
it’s people eager for information about what’s go- 
ing on in the appliance marketplace . . . how things 
look ahead ... what they can do about them now. 


Piled on to these personal calls are letters asking 
the same questions . . . requesting back issues... 
ordering reprints, etc. Plus constant calls from 
WPB, OPA and other government bureaus. 


In the meantime, we’re busy calling on dealers and 
distributors via their preferred publication, ELEC- 
TRICAL MERCHANDISING . . . answering their 
stream of questions . . . helping them stay in busi- 
ness... preparing them for postwar. And in January 
we're calling with one of the most comprehensive 
issues you’ve ever seen—a book packed with potent, 
timely material and market data—a real, all-year 


working book. 
Read the details carefully on the next page. 


NOVEMBER, 1943—ELECTRICAL-MERCHANDISIF 








| does end in 44... 


..e What will be the condition of the APPLIANCE market? 
..» What will be the condition of the RADIO market ? 
...How will it effect your POSTWAR Plans! 
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Dealers, distributors, utilities, manufacturers 
are on edge for the answers to these big questions. 
We propose to go all-out attempting to answer 
them in January ELEcTRICAL MERCHANDISING. 
Specifically, answers to vital questions like these... 


How many homes are using electricity and for 
what? 


How many in towns and cities? iil 
How many in suburban and rural areas? 
How many farm homes? »— 


Where are the most receptive markets of elec- 
tricity for major household use—for refrigera- 
tion—for cooking—for laundry—for radio... 
in cities and towns compared with suburban 
and farm? 


Judge for yourself how helpful this kind of 
data can be to your dealers and distributors, and 
yourself, in sales planning and promotion. Now, 
take a good look at some other questions that will 
be answered ... 


What is estimated accumulated demand for major 
appliances? 


What conservative estimates on major appliance . 


sales for just 5 postwar years? 
What can be seen ahead in lighting? ait 


What will a million new homes a year mean to 
the electrical business? 


What is present status of appliance dealer? ~ aif 
What changes in distribution may occur? 


What will be the effect of the frozen food trend 
on domestic appliance sales and use? 
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This is the kind of solid stuff that will be packed 
between the covers of January ELEctricaL Mer- 
CHANDISING. Dealers and distributors will study 
it avidly . . . will use it constantly . . . giving this 
issue exceptional reader-interest and long-life. And 
that means exceptional reader-interest and long- 
life for your advertisement . . . especially if you 
concentrate your message on the same theme. 


Dealers, distributors and utilities want to 
hear from you .. . want to know what you’re doing 
... what you’re planning . . . need your inspiration 
and information. What more ideal setup to start 
delivering—on regular schedule—than in January 
ELECTRICAL MERCHANDISING. 


Reserve your space today 
ELECTRICAL MERCHANDISING 
A McGraw-Hill Publication 
330 WEST 42d ST., NEW YORK 18, N. Y. 





LL 





Advertising in 
Electrical Merchandising now is 
the effective and low cost way to 
keep contact with the postwar 


appliance dealers. 

















































Chromalox 
Range Unit re- 
pair parts, 
available with- 
out priority, 
under WPB 
limitation  or- 
ders. 






































Here's a hefty piece 
of merchandise that 
packs weight when it 
comes to drivin’ home 
plus sales and prof- 
its. The new 2-3-4 cup 
VACULATOR is the 
answer for a practi- 
cal small-size, right- 
price vacuum coffee 
brewer. It gives 
women the MOST for 
their money, the BEST 
out of their coffee. For you it presents 
extra opportunities for sweet-as-honey 
profits. Place orders now for the — 


2-3-4 CUP 





NATIONALLY ADVERTISED 


We tell ‘em, you sell ‘em! VACULATOR 
ads will appear in LIFE, Saturday Eve- 
ning POST, Ladies’ Home JOURNAL, 
Home COMPANION, The 
AMERICAN Magazine, 
and a long list of other 
national publicetions. 
PLUS the American 
Weekly, in 20 major 
Sunday newspapers. See 
your jobber— TODAY! 
HILL-SHAW CO. 


Chicago 









Woman's 
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An Open Letter to 


ELECTRICAL 
INDUSTRY 


read September, issue of OHIO 
STATE MEDICAL JOURNAL 
---in an article it says that eye- 
strain is relieved through use 
of this lamp. 


Also read SAFETY ENGINEER- 
ING MAGAZINE for March 
1943 and learn how one war 
plant in one month in one 
department reduced hospital 
treated headaches by 69.13%, 
hospital dressed minor injuries 
by 54%, and saved 367 pro- 
ductive man hours, by proper 
installation of this new lamp. 


Ask the sales clerk in any chain 
variety store what customers 
say about this new lamp when 
THEY COME BACK TO BUY 
MORE. For information and 
reprints of articles ask your 
distributor---or write 


SAVE ELECTRIC CORP. 
TOLEDO 5, OHIO 

































cording to Sales Management maga- 
zine, has 700 company-owned stores 
and 30,000 dealer outlets. It started 
in with home radios, spread to wash- 
ers, seeds, fertilizer, table tennis and 
the like. Only lacking in its miniature 
Sears set-up is yard goods, women’s 
wear, toiletries and a soda fountain. 
Executives from the mail order houses 
are welcomed at Firestone, and adver- 
tising in national magazines have con- 
centrated on its non-rubber merchan- 
dise found in the outlet stores. 

B. F. Goodrich Co. has 449 com- 
pany stores and is said to have 18,000 
No. 1 dealer outlets. Goodyear has 
560 company-owned stores and is said 
to reach 34,000 first and second class 
outlets. 


Location Important 


Determination of where outlet stores 
and dealer affiliates are to be located 
depends upon the tire business. If a 
manufacturer needs representation, in 
it goes, but good customers do not have 
new sources of competition shoved in 
their neighborhoods. In every case the 
other merchandise sold is merely the 
tail of the kite. 

Operation, judged by Goodrich pro- 
cedure, is somewhat like that of a good 
distributor or a Penney or a Ben 
Franklin store. The local manager has 
the privilege of choosing the kind of 
merchandise he thinks will succeed 
best in his neighborhood. New proposi- 
tions are tested out before cataloging 
them. A model store in the Goodrich 
factory in Akron determines the best 
display (which is offered wholesale to 
him). He can sell on time and handle 
his paper under one roof. 

“As a matter of fact, the time pay- 
ment feature in selling electric appli- 
ances was one of the most attractive 
things to us,” one Goodrich executive 
said. “Certain items are seasonal, and 
if we can keep a customer on our 
books and coming in until the season 
for his tire purchase rolls around 
again, we are certain to corral his 
business.” 

Smart executives have figured out 
what items are associated and bought 
naturally by people coming into tire 
stores. A _ recent Goodrich folder 
featured Harry Cooper golf clubs, 
baseballs, fishing supplies, croquet sets, 
bicycles, bathing suits, glassware, lawn 
furniture, fans ($3.19 to $8.25), food 
mixer ($16.95), house paint, seat cov- 
ers, waxes, car gadgets, batteries, 
radios ($79.95 to $35), record players, 
($24.95 to $49.95), luggage, garden 
tools and carpenter tools. 

Weaknesses of the rubber industry 
retail set-up is the fact that outlets are 
placed primarily from a tire selling 
standpoint. Anyone in a small town 
who has seen women avoid passing 1 
barber shop knows that they usually 
sidestep certain streets that specialize 
in automotive stuff. Few, if any, tire 
outlet stores are located in large cities 
or in the “petticoat” lane districts 
which are naturals for home special- 
ties. 

Another factor to overcome is man- 
agement of salesmen. Tires. raincoats, 
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What Will the Tire People Do? 


CONTINUED FROM PAGE I! 





1943—ELECTRICAL MERCHANDIS! 








batteries, lawn furniture are #; 
that people know and feel they 
have but the sale of an appliance 
the fitting of a new device into they 
of a family and requires a knowl 
of psychology, education and a cer; 

push. One of the easiest ways to g 

tires is to count the bald tires ong 

parked about the square and take ¢ 

auto numbers, but tire manufactures 

have not had much luck getting thy 

salesmen to do even this sort of { 

low-up. 

That the industry is aware of this; 
evident from the tremendous empha 
being put on sales training prograny 
Buyers are expected to give lectus 
to the men, and after the war they 
be trained with films, demonstratig 
and all the stuff available. Again it; 
evident that it is hard for a man} 
work himself into a lather over tire 
batteries, washers, and all the me 
chandise in a tire shop. 

The scattering of tire industry oy 
lets, the diversification of lines, a 
the location in out of the way parts, 
town constitute a problem that 
likely cut down their effectiveness a 
appliance retailers. 

Nevertheless it looks as if ang 
proach will be made by tire man 
facturers to all makers of national 
known brands of appliances with 
idea of making a distributing hook 
Firestone, it is said, expects to # 
well known lines of appliances afte 
the war. The Goodyear ambition, iti 
claimed, is to push appliances retailing 
for $100 up, where men make the ( 


cisions. 
One Conclusion 


The bete noir—black beast to yous 
guys who don’t speak French—of this 
threatened tire industry competition: 
not nearly as bad to the philosopher 
of the industry as it might seem. 

“Tf the tire manufacturers get i 
and open a lot of outlets,” said ones 
timer, “they are likely to slow do 
Sears Roebuck and Ward more tha 
anything else. It is likely that @ 
brands of appliances they will c 
will be made by newcomers in f 
appliance business after the war, aii 
these will not enjoy the public # 
ceptance they might have. The fi 
business is full of grease monkeys whl 
are fine in passing out tires and lit 
teries, but it is doubtful if these be 
can equal the smart retailer who 
derstands specialty selling. Then # 
call that the service and repair busine 
is primarily suited to a small orgamll 
tion, and is a headache to a hr 
outfit. 

“And last of all, remember that tit 
immense investments of the tire mail 
facturers in the rubber industry ® 
going to hold their primary attent 
and make appliances a mere sides 
for them. When you remember 
Goodyear Tire & Rubber Co. 
assets of $292,230,767, B. F. 
$164,310,303, and Firestone Tire 
Rubber $253, 673,195, you will 
that tomorrow, as always, the heart 
where the purse is.’ 
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Leonard Kebler, (r.) president, Ward 
Leonard Electric Co, who was elected presi- 
dent of the National Electrical Manufactur- 
ers Association at its recent annual meeting, 
receives the congratulations of his predeces- 
sor, Max McGraw, president, McGraw Elec- 
tric Co. 


Kebler Elected 
President of NEMA 


Leonard Kebler, president, Ward 
Leonard Electric Co., Mount Vernon, 
N. Y., was elected president of the 
National Electrical Manufacturers 
Association recently at the concluding 
session of the Association’s annual 
meeting in New York. Mr. Kebler suc- 
ceeded Max McGraw, president, Mc- 
Graw Electric Co. 

Five vice presidents elected were: 
V. R. Despard, vice vresident, Pass & 
Seymour, Inc.; C. R. D’Olive, man- 
ager, household appliance division, 
Stewart-Warner Corp.; C. W. Hig- 
bee, manager, wire and cable depart- 
ment, U. S. Rubber Co.; D. G. Phelps, 
vice president, Colt’s Patent Fire 
Arms Mfg. Co., and A. C. Streamer, 
vice president, Westinghouse Electric 
& Mfg. Co. F. T. Wheeler, vice 
president, The Trumbull Electric 
Mfg. Co. was re-elected treasurer. 


P. G. & E. Lighting 


Drive Successful 


Results of the “Sight for Victory” 
campaign recently concluded by the 
Pacific Gas and Electric Company and 
leading manufacturers indicate a recep- 
tive attitude toward better lighting on 
the part of the industries contacted. 
Illuminating engineers from the vari- 
ous divisions of the utility report 694 
personal contacts made on 1,176 manu- 
facturing establishments with delivery 
of 693 lighting booklets. Lighting 
checks made totaled 245 and the num- 
ber of lighting recommendations made, 
110. In addition to this the General 
Electric Supply Corp. sent out a series 
of three letters to each of 2,250 manu- 
facturing establishments and machine 
shops. 

Offers of booklets brought 31 re- 
quests for “Plant Efficiency”, 109 re- 
quests for “Sight for Victory” and 47 
for “Fluorescent Maintenance.” West- 
inghouse Electric Supply Corp. sent 
out 1,800 letters, made 168 contacts, 
delivered 151 books, made 151 light 
checks and more than 14 lighting 
recommendations. Contractors worked 
in conjunction with the utility in mak- 
ing some of the calls in the East Bay 
district. 





Prepare for a 


Bright Future 
in Oil Burning Appliances 


Today's progress in the Oil Industry probably will pro- 
vide more heat on less fuel. Designers even now may 
be drawing plans for radical new heater styles—highly 
efficient units for totally different installation. 
may even combine winter heating and air conditioning 
with summer room cooling. . . . Truly a picture of the 
future rich in promise for tomorrow's prefabricated 


structures. 


Faith in this future should 
color your plans TODAY. 


Watch for the new post-war developments in Oil Burn- 
ing Appliances—prepare for them. As always, A-P DE- 
PENDABLE Oil Control Valves will be an important 
sales feature on most of them. 


AUTOMATIC PRODUCTS COMPANY 


2400 noatn THietTy — second sTaect 
muwauxee 10 ® wisconsin 


*A-P Engineering Staff is working on new 
controls. Come to them now, with your 
products, that they may help you, and 
together with you develop a better post- 
war item for you. 




















They 



































coupon below. 






PELCO POSTWAR 
HOME FREEZE 
FOOD CABINET 


AFTER THE WAR PELCO WILL UNWRAP A GREAT 
NEW HOME-FREEZE FOOD CABINET... . In the mean- 
time, will you permit us to send you (1) advance information 
on this tremendous new market, (2) our promotional plans 
(3) our proposition to prospective distributors and dealers. If 
you are an experienced distributor of major electrical appli- 
ances or similar home products we sincerely believe we can 
make money together, because we happen to have the plant, 
the finances, the staff and the plans to take a leading position 
in the race for this new market. It entails no obligation. Mail 





PORTABLE ELEVATOR MFG. CO. 








911 McClun Street, Bloomington, Illinois 


Please send literature, market data, promotional plans 
and other interesting information on the PELCO 
FREEZ-ALL food locker. 





SPOOR eer ee eee meets eres eseeeereeeseseeseses 








PELCO refrigerators, coolers "d by refrig 
BLE ELEVATOR Mars. co., 


tion division PORTA 
Bloomington, Ill. 



















































REEZ-ALL 


FOOD CABINET 
* 
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UNDISPLAYED RATE: 


$1.00 per line or fraction per 
minimum $4.00. 
type. Discount 10% full 


vance for 4 consecutive insertions, 


insertion— 
First line small black face 
payment in ad- 


WHERE TO BUY 


Parts, Services & Accessories 


DISPLAYED RATE: 


$12.50 per inch per insertion. Contrait rates 3 


on request. me we inch is %" oq 
one col 48 inches tog - 
page.) 




















Vibrator Supply for FARM RADIOS 


MODEL “YY”. Adapts any standard 1%4-volt Farm 
Radio for 6-volt Storage Battery operation. Low 
drain. No radio changes. Guaranteed. Weight, 4 
Ibs. Pemeteye fumeseters) 00.58 
moD “Z". Adapts 4, 5 or 6 tube, 2-volt rodice 
for 6- voit operation. Complete (wholesale) —$7.9 

BARGAIN BULLETIN on request—on radio _# 
electrical parts. Prompt shipment. Large stock. 


McGEE RADIO & ELECTRIC CO. 


R-1325 McGee St., Kansas City, Mo. 











UNDISPLAYED RATE 
15 Cents a Word, Minimum Charge $3.00. 
POSITIONS WANTED (full or part time sal- 
aried employment only) ‘2 the above rates pay- 
able » ulleens 
BOX NUMBERS—Care of publication New York, 
Chicago” or San Francisco Offices count as 10 


words. 
DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. 


WASHING MACHINE REPLACEMENT PARTS 4 
We Have a PARTS JOBBER Near Yeu. 


Address on request. 


The FRANTZ MANUFACTURING GC, 


SPECIALTIES 


Electric Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board Pads 
and covers, washer and ironer covers, Ohio 
Textile Specialty Co., W. 64th, Cleveland, O. 








New Advertisements 
Received by November 30th will appear in the 
December issue subject to space limitations 





1251 DUEBER AVE.SW 


CANTON. OHIO 


WASHER “% “CLEANER PARTS 
Goodrich Rolls 


410 Marquette, Mi sapele,. Minn. 
2221 a Drive, —, Texas 
hone: Leigh 4 


SEARCHLIGHT SECTION 


(Classified Advertising) 


SELLING : 
EMPLOYMENT : 


"OPPORTUNITIES" 


MERCHANDISE 
BUSINESS 











Wanted... 





* 


DESIGNER 


of electrical and 
household appliances 
. 








Nationally known, amply 
financed corporation offers 
excellent opportunity to top- 
notch man who must have 
years of experience with ma- 
jor manufacturers designing 
electrical and household ap- 
pliances for large volume 
production. Must be capable 
of creating improved prod- 
ucts and criticizing design 
from standpoints of effi- 
ciency, cost, ease of servic- 
ing, life expectancy and sales 
appeal. Information will be 
held in strictest confidence. 
If possible enclose photo. 
Address 








P-629, Electrical Merchandising 
68 Post St., San Francisco 4, Calif. 


a 














be held 


photo. 





e wanted... 


MERCHANDISE MANAGER 


@ Nationally-known, amply-financed corporation offers 


sales forces handling electrical, 
graphic and industrial equipment. 


in strict confidence. 


top salary and excellent future to man with proven 
ability at managing annual sales of $10,000,000. Must 
furnish concrete irrefutable facts (not personal opinion) 
establishing ability to assume overall management 


responsibility, develop merchandising policy and direct 


household, photo- 
Information will 


lf possible enclose 


Address SW-628, Electrical Merchandising, 


68 Post St., San Francisco 4, Calif. 








POSITION VACANT 


DESIGNER wanted: capable of designing 

lighting fixtures and lamps and doing draft- 
ing work, State age, draft status, experience, 
references etc, P-630, Electrical Merchandis- 
ing, 520 N. Michigan Ave., Chicago 11, Il. 








POSITION WANTED 


EXECUTIVE type of man, with years’ expe- 

rience in electrical merchandising, desires 
change; will buy part interest. Write PW-631, 
Electrical Merchandising, 620 N. Michigan 
Ave., Chicago 11, Ill. 

















APPLIANCE & HOUSEWARES 
MANUFACTURERS 

For Post War Enterprise 

Sales Gueoutive 5 with substantial wholesale and 


key 
retail con the Chicago area desires to begin 
constiations relative to handling 3 tines on an agency 
bas 


H. W. BUCHHOLZ 
6532 N. Washtenaw Ave. Chicago, Ill. 


SURPLUS MOTOR STOCK! 


6,000 FAN DUTY MOTORS 
Block & Decker 
Robbins & Myers 
H. U. MANN 


540 Lake Shore Drive CHICAGO 











WANTED 
VACUUM CLEANERS, any make, old or new, 
any quantity. W-626, Electrical Merchan- 
dising, 330 W. 42nd 8t., New York 18, N. Y. 








WANTED 


BENDIX WASHERS any quantity, age or 
condition. Gregg Radio & Appliance Co., 
Fremont, Ohio. 
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FOR SALE 


FOR SALE 275 No. Y-1496—G.E. Calrod Heat- 
ing Units, 1000W—110 V, 51” long, 333 





diameter with Brass Terminals. FS- 632, Elec- 


trical Merchandising, 330 W. 42nd St., New 





ONE STOP 
‘SERVICE 


PARTS 
FOR ALL 
WASHING 
MACHINES 


WRINGER g) 
ROLLS ee ae 


24 HOUR SERVICE 
Dust Bags for Cleaners 
155-157-159 State St, 


ROCHESTER-4 N. Y, 








DISPLAYED RATE 
INDIVIDUAL SPACES with border rules for 
prominent display of advertisements. 

The advertising rate is $8.00 per inch for hE. 
vertising appearing on other Ls a contract 

Contract rates quoted on request. 

AN ADVERTISING INCH is measured Th” vers 

— y on a column—4 columns—48 inches to a 


LEGAL NOTICE 
STATEMENT OF THE OWNERSHIP, 
MENT, CIRCULATI &EQUIRED 
THE ACTS OF CONGRESS ‘OF AUGUST 
1912, AND CH 3, 1933 
Of Electrical Merchandising Published monthly 
Albany, N. Y., for October 1, 1943. 
State of New York } on 
County of New York ° 
Before me, a Notary Public in and for the § 
aforesaid, perso! appeared J. A G 
ving been duly sworn according to lew, 





Act August 2 
March 3, 1933, embodied in section 537, 
Regulations, printed on the reverse of ‘this fon 


18, 

Laurence Wray, 330 West 42nd St., N. ¥. 
ness Managers, None. 

2. That the owner is: (If owned by a s corporal 
name and oes must be stated and also 

thereunder, names and addresses of sto 
owning or hoitine one per cent or more yA total x 
of stock. If not owned by a corporation, the i 
addresses of a individual owners must be riven, | 
owned by a firm, company, or other C0 8 
cern, its name and address, as well as those 
cag DO a must be given.) McGraw-Hill 





No. try Cl . 
Laucks, 1501 Cleveland Avenue, Wyomissing, I 
pe. 
3. That the known bondholders, 
other security holders, owning or holding 7 
or more of total amount of bonds, . 
securities are: (If there are none, "0 state.) . 
4.-That the two paragraphs next above, @ es 
names of the owners, stockholders, and security 
== contain not only the list of stockoldes t 
security ers as they appear upon books 
company but 2 
security holder appears u m th 
as trustee or in any other duciary relation, 
es Lr or corporation for whom such t 


terest 
or ys securities than as so stated by him. 


That the average number of copies of é 
this A gg sold or distributed, through 
othe: to paid subscril da : 


Sworn to and subscribed before me this 
September, 1943. 


(emai) EMILY Z. SH 
Notary Public, New York County, New Yt 
No, 768, N. Y. Co. Reg. No. 481275. 
(My commission expires March 30, 











FOR SALE 


Fans New) 18 bo | 


7s HP. 110 wolts—AC. 
—_ vo: . 
guards FACTORY USE— 


Saeooes’ pont * FOR 
50 each. F.O.B. 


ELECTRIC SERVICE CO. 
N. Capitol Ave., indianapolis, | 





WANTED | 
VACUUM CLEANER: 


aw oe OD 
We bey 20 be @ cae me 


WASHING MACHINES $& ‘VACUUM a 


R TOCK . 
5 Galusha St. rochester 5, N. 
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ahi 


@ One constant factor 
in a world of change 
is traditional high 


Servicing Norge 
Refrigerators 


(continued from page 24) 


quality that assures 
97 This shows the seal tool drawn down in place, and — hak complete satisfaction 
OE a in ownership regard- 
drawn down snugly. ; less of the form in 
which the product 
appears. Depend on 
Everhot, after victory, 
for every innovation 
that is good and Ever- 
hot Quality in every 
appliance. 


Place the oil throw ring retainer over the shaft. 





THE SWARTZBAUGH 
MANUFACTURING CO., TOLEDO, OHIO 
FOUNDED IN 1884 
ROASTERS —APPLIANCES 








28 Place the oil throw ring on the shaft, with the 
small projection on the inside diameter of the throw 
ting in the keyway on the shaft. 





COAL wooo COAL 


= | Carry the Complete line 
3 Fasten in place with the two remaining cap screws. of COLE HEATERS for 
ey ei ik at tte erect te we | Alor Rationed Purchases 


Cole Hot Blast Heaters all have 
National Consumer acceptance, 
. — finest construction incorporating 
29 This shows using special tool XC-982 as a drift to vay a ne special patented and newest fea- 

force the oil throw ring on the taper of the shaft, A a 4 Gures—-two Of more sizes of each 
0 that it will not come loose in operation. ie. ea ae model illustrated. 





CH EAS BL aor on 
Giestee Stace ven f 


Seba a: 
gecEe 
a anche 


Send for our catalogue and 
further information. 


CO) Lek: 


Manufacturers of 
Gas - Oil - Coal - Wood 
2 HEATERS 
33 Set the Rollator on the bench, as shown in illustra- * 
tion, and fill with the correct charge of oil, as shown 
in the Norge Installation and Service Manual for the aun po teen 
various models Rollators. With Rollator setting level on 
its base the oil level should be at bottom of filler hole Write to 
on new installations and about | in. below opening when 
installed on systems that have not been completely dis- COLE HOT BLAST 
‘ charged of all refrigerant and oil. At this point the MANUFACTURING CO. 
30 Place the felt on top of the oil throw ring. Rollator has been capped to prevent the oil from run- 3108 W. 5Sist Street Chicago 32, Ill. 
ning out while reassembling it to the unit. 


Be 
ss 


True 
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Sacramento ‘Tries 


A “SWAP” Drive, ‘Too 


201 Appliances turned in during 6-week drive 
at an average price of $1.50 in war stamps 


N order to provide merchandise for 

dealers in the much-needed small 
appliance group, to restore unused ap- 
pliances to the lines, to help persons 
urgently in need of small appliances 
and at the same time to promote the 
sale of war stamps, the Sacramento, 
California, division of the Pacific Gas 
and Electric Company recently spon- 
‘Cash-In Your Old Appli- 
ances” campaign. 

The promotion, which ran from July 
15 through August 31, started with a 
meeting between the power company 
and interested dealers, twenty-five re- 
tailers from 23 organizations attend- 
ing. Here the procedure was worked 
out, the scope of the program being 
confined to twelve of the smaller ap- 
pliances, for which payment in war 
stamps was offered, the minimum 
price offered being $1. The geo- 
graphic distribution of the stores pro- 
vided convenient coverage for custom- 
ers in an area which represented a 
population of about 150,000. 


sored a 


Drive Advertised 


The Pacific Gas and Electric Com- 
pany ran three large newspaper ads in 
each of the three Sacramento papers, 
each of these carrying the names and 
addresses of participating dealers. 
Forty-five thousand mailing pieces 
with similar information were sent 
out with utility bills. Five thousand 
of these pieces were given to dealers 
for distribution to their customers. 
Window banners and counter cards 
were furnished dealers for campaign 
use. The utility installed a support- 
ing window in its main office. Com- 
pany field men assisted dealers in car- 
rying out their part of the campaign. 

The dealers for their part ran 180 
spot announcements over a local radio 
station during the campaign. Ninety 
of these were paid for by dealers, the 
remainder being donated by the station. 
The larger dealers ran supporting ad- 
vertisements and placed placards about 
the stores in other departments and in 
elevators telling of the campaign. Em- 
ployee store meetings were held in all 
of the larger stores. Window displays 
were installed by all dealers having 
windows. In some of the larger stores 
these were quite elaborate. A _ 10- 
minute interview was given on the sub- 
ject as part of Miss Margaret Fenner’s 
sustaining program, “At Your Serv- 
ice”, at the local radio station during 
the latter part of the campaign. 


201 Appliances 


As a result of these activities, 201 
appliances were turned in and paid for 
in war stamps. Many more were 
offered for sale but were judged to be 
beyond repair or were of the “No 
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value variety” which were refused by 


dealers. The following appliances 
were accepted: 

Sold 
Dur- 
Need ing 

Use- Re- Cam- 

Appliances Total able pairs paign 
OE i weanken 69 45 24 31 
Toasters ...... 45 30 15 24 
Sandwich Grills 8 7 1 4 
Percolators ... 9 6 3 5 
Gee on aot Ty i & «@ 
Heaters. ...... 2 -6’ 279 
Hot Plates .... 13 7 6 4 
ROR Sin ences :-. 6€..4- 9% 
Waffle Irons .. 13 6 7 1 


Vacuum Clean- 


M6 oe ae es 
Roasters ...... oe. & 6. 
Mixers (small) 2 2 0 O 
DEGNOES ncccsen zs 8 2 
Multi-cookers ee } 3 
Ce weenaee 4 2 2 2 
Everhot cooker. ] ; @ I 
WOR wiscakur . 3 .e-y 

201 124 77 79 


The price paid for the appliances 
averaged $1.50 in war stamps. Nine- 
teen of the dealers received appliances, 
the number turned in at various stores 
varying from one to nineteen. The 
average was 8.75 per participating 
dealer. 

Some disappointment was expressed 
in the small number of appliances 
turned in for the amount of money 
spent in promotion (approximately $5 
per appliance). Reasons given were: 


1. That most of the available appli- 
ances were turned in during the 
scrap metal drive. Local authori- 
ties report that a large number of 
appliances were so turned in and 
were segregated from other scrap 
and sold to local dealers. 

2. That many of the useable appli- 
ances have already been sold priv- 
ately or donated to others in need 
of them. 

3. That the offer of $1 minimum 
was misunderstood to be offering 
price. This complaint was heard 
more than once, but was due to 
careless reading, as the terms of 
the offer were clear in all adver- 
tisements. 

4. That the appeal was not strong 
enough to overcome human 
inertia. 


Local civilian defense authorities, in 
trying to find programs to keep block 
leader organizations active, are now 
considering continuing the “appliance 
restoration plan” by using the Girl 
Scouts and Camp Fire Girls for house 
to house solicitation under supervision 
of the block leaders. It is felt that the 
success of any such program will be in 
part attributable to the foundation laid 
by the campaign just completed. 
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Post-War Prices and Margins By L. E. Moffatt............. 


What Will the Tire People Do? By Tom F. Blackburn... lo 


Competition has pushed tires into the class of unprofitable necessi- 
ties, hence the rubber manufacturers wish to add appliances to their 
retail outlets after the war. 


Servicing Bendix Automatic Washer.................... 12 


The "Swap" Idea Goes National ....................... i8 


Results of a test campaign put on by Duquesne Light Co., Pittsburgh, 
of Proctor's “war savings stamps for old appliances swap idea” and 
the beginning of a new drive. 


Servicing Norge Refrigerators................. Saekgailll 20 


Systematizing Service Jobs .......................0.00000 28 


Hack's in Milwaukee have put their appliance and radio service on 
a scientific basis and get enough business to keep place humming. 


Servicing Universal Toasters .....................-0c00000 32 


Getting Ready for the Post-War Lighting Boom 


By Clotilde Grunsky.. 35 


aoe program set up by P.C.E.A. to capitalize on post-war lighting 
market. 


Philadelphia Goes to Town on Refrigeration Service 


Training owe: Mis Ses 555 oso dcksick co bude fo4060N 7 
Third consecutive course of 13 weeks now under way with 165 
enrollees. 

Broadcasters Look at Post-War Radios...............:- ) 


Why they want the industry to go slowly and why they'd like to see 
more and better higher priced table models. 


Precision Machinery Promises High Levels of Appli- 
ance Performance................ asilbswmadihelcisws waa sal 4 
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“Dear Uncle Sam: 


p What . 
g=.do ldo now? 


»)) <= 










Cheer up, sir! Uncle Sam has taken steps to Although the fighting front continues to de- 
— provide for your sole! mand most of the greatly enlarged facilities of 
h, . . *,* . 1 
. ‘ High priorities are now provided by WPB for the Westinghouse Small Motors plant, small 





motors are now available for vital, home front 
use. So for motors on any front—war or home— 


small motors to drive shoe repair machinery. 


This conserves leather . . . makes your shoe 


. 0 consult Westinghouse. J-03192 


coupons go further. 


ny NaS = 222QQQ 


a 
In co-operation with this policy, Westinghouse, 
by simplifying and reducing the number of 
y.. 3 ratings manufactured, is making available thou- 
7 sands of small motors for essential home require- 
ments. Motors for shoe-soling machines are just 





ce one example. Others include small motors for . ~ , 
. a milking machines, stokers, portable power tools, The Auto-Soler, an automatic soling and heeling , 
165 pumps and fans for heating and ventilating. machine, helps meet the expanded demand for shoe 


repair. To drive it, Westinghouse is supplying a type 
FH split-phase motor—(14 horsepower). 


. 8 


4 
a 






We stinghous e 


PLANTS IN 25 CITIES... 





OFFICES EVERYWHERE 


small motors 


FOR ESSENTIAL NEEDS ON BOTH WAR FRONT AND HOME FRONT 





1 Which We Serve Freedom... 


This is the story, briefly told, of men and women 
who turned from the arts of peace to the grim 
trade of war. And in their story of individual 
achievement you may read the story of America. 


In December, 1941, the men and women of 
Kelvinator were building the revolutionary 
Moist-Master Kelvinator Refrigerator, which 
provided ideal humidity for keeping uncovered 
foods fresher days longer. Based on Kelvinator’s 
remarkable sales advances in 1940 and through 
1941, Kelvinator retailers—backed by the in- 
dustry’s soundest franchise—were looking for- 
ward to the greatest sales gains in refrigerator 
history. 


And then, virtually overnight, the men and. 
women of Nash-Kelvinator, so well versed in 
production for peace, turned to production 
for war. 


Now in this December, two years after Pear] 
Harbor—what account can we and they render 
of our war service? 


This... 


Having designed and built the incredibly 
precise Polarsphere Sealed Unit, we are now 
building intricate Hamilton Standard propellers 
for Flying Fortress, Liberator, Mosquito, Mitch- 
ell, Lancaster, Baltimore, Dauntless, Havoc, 
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Skytrain and Skytrooper planes. And we have 
become the largest manufacturer of this type of 
aircraft propeller in America. 


We are building the great 2,000 h.p. Pratt & 
Whitney supercharged, eighteen-cylinder en- 
gines that power the Vought Corsair and Grum- 
man Hellcat fighters of the U.S. Navy. And 


these are the planes that are helping to bp. 
the back of Japanese air power. 


We are now readying our production ling 
build Sikorsky helicopters for the Army 
Forces. And this newest aerial marvel, 
can rise vertically, hover motionlessly, fly 
ward or backward, will be built only by Nag 
Kelvinator and its designers, the Sikorsky Dj 
sion of United Aircraft Corporation. 


Having a reputation for precision manufag 
turing, we are building governors for the 
peller mechanisms of Flying Fortress, Doug} 
Consolidated North American and Mart} 
bombers—and Navy PBY1 and PB4Y1*pat 
bombers. And, we are now one of the larg 
manufacturers of binoculars in the world. 


In this brief period of less than two year 


Nash-Kelvinator facilities have been expanded 
tremendously and our production for war is now 
virtually double our former production for peace 


This is how we have served America... h 


served you . . . are serving freedom. This is th 


story of how free men and women, with they 


to stay free, the desire to keep America alway 
a land of progress and individual opportunity, 
are working day and night to hasten Victorys 


that they may turn once again to the buildi 
of an even finer Kelvinator. 


The men and women of the Propeller Division of Nash-Kelvinator 
Corporation have been awarded, and proudly fly and wear, the 
famous Army-Navy “‘E"’ for High Achievement in War Production. 


SCRAP IS POWER . . . Cooperate with your industry! 
Salvage all inoperative parts containing critical materials 
. . . put vitally-needed scrap back into the scrap TODAY! 
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